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Now that newspaper linage fig- 
“es have been compressed by the 
sper shortage, promotion copy is 
aturing the editors, and strange 
say the advertisers seem more 
terested in them than the sta- 
stics 
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A Mr. DeMille, who used to be 
, important figure in radio pro- 
ction, appeared last Thursday 
the March of Time broadcast 
:a “citizen in the news.” Time 
arches on! 
= *# 


That dollar which Mr. DeMille 
fused to give AFRA and which 
sulted in his suspension promises 
become just as famous and even 
ve important than the one G. 
fashington threw across. the 
elaware. 
vey 


The Blue Network “progress” ad 
atures a busy fellow who is do- 
geverything left-handed, a 
ibtle tribute to all the southpaws 
o are making the wheels of in- 
ustry go ’round. 
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The Detroit Free Press reminds 
s customers and friends that Joe 
ouis scored his first knock-out 
nder its auspices away back in 
033, about the time another 
savyweight champion arrived on 
le scene, 
v v v 


Successful Farming says the 
1m is really a factory, laid out 
r efficient production with good 
achinery. Sounds reasonable, but 
me people down in Washington 
n't seem to believe it. 


ie 


L. S. M. F. T. is understood and 
cepted by a lot of people, but the 
nited States Senate has been un- 
le to determine that H. W. R. F. 
. makes sense. 
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Sears, Roebuck is now a billion- 
llar-a-year retailer, its treasurer 
ports, and the business research- 
fs say that Montgomery Ward & 
bosevelt is doing all right too. 


oe 


xperts are busy warning the 
ls that they will badly outnum- 
the boys from now on, so it 
0Ks as if the beauty aids industry 
ll probably retain its popularity. 
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“The Surplus Reporter,” through 
hich the Treasury will bring 
Fws of Uncle Sam’s excess stocks 
bP prospective buyers, ought to be 
ye to claim the highest reader 
t in the history of publish- 
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A ‘ot of important companies 
fe © nouncing a bumper crop of 
ew vice-presidents, and maybe 
ier to promote a guy than 
uade SSU to raise his salary. 
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ig war time, “neither the 
ndise nor the service has 
ood,” frankly admits Wil- 
oward, of Macy’s. 

e’s nothing like beating the 
er to the punch. 


a Som, 


ose merchandising services 
vE Reuben H. Donnelley Cor- 
n are as good as the pub- 

-O HP says, all an advertiser will 
“ve o do from now on is adver- 
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: IF YOU'RE FOR ROOSEVELT : 
You’re for WALLACE! 


Hf you're tor tull production 
~you’re FOR WALLACE “ 
If you're for full employment 
-you're FOR WALLACE 
If you're tor expanding foreign trade 
you're FOR WALLACE 
If you're for business opportunity 
you're FOR WALLACE 
you're for honest administration 


~you're FOR WALLACE 
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BOOSTS WALLACE —The National 

Businessmen's Committee for Wallace 

ran this ad in the New York Times and 

Washington Post, through Green-Brodie, 

Inc., New York. It is also using radio 

in many cities to boost Wallace for 
the Commerce job. 


NOAB Prepares 
for Increased 
Postwar Sales 


New York, Feb. 1.—Under a 
board of directors representing 24 
of the leading advertising agen- 
cies, and serving 300 agencies 
throughout the country which use 
outdoor advertising, the National 
Outdoor Advertising Bureau has 
begun its 27th year with plans 
for even greater expansion in the 
postwar tomorrow. 

Some of these plans were out- 
lined to ADVERTISING AGE today by 
John Paver, newly appointed vice- 
president and general manager. 
He comes to 
NOAB from the 
Traffic Audit 
Bureau. 

Started dur- 
ing World War 
I to service the 
large national 
outdoor volume 
and to secure 
agency recogni- 
tion in the out- 
door medium, 
Mr. Paver said, 
NOAB has 
worked closely for agencies and 
through them for their clients 
with the outdoor advertising in- 
dustry composed of plant owner 
members of the outdoor advertis- 
ing associations of the United 
States and Canada and with non- 
association plant owners, Outdoor 
Advertising Incorporated, and 
Traffic Audit Bureau, to make the 
most effective use of and to assist 
in the improvement of the stand- 
ards and the values of this medium. 
NOAB recognition of agencies is 
based on Four A’s requirements 

(Continued on Page 60) 


John Paver 


Mrs. Spic & Span... 


produces wastepaper in 
Philadelphia. See Page 
38. Other features: 


Ad-libbing 12 
Editorials . 12 
Feature Page 4\ 
Getting Personal .. 46 


Information for Advertisers 
In Washington 


Photographic Review 63 
Postwar Planning 56 
Rough Proofs 5 am 
Voice of the Advertiser. . 38 


Promotional Ad 
‘Holiday’ May Be 
Considered by WPB 


Industry Committee 
Asks Full Ban on 
Bargain Sale Copy 


Washington, Jan. 31.—The en- 
tire problem of promotional ad- 
vertising during war time may 
come under study at WPB soon, 
following an official suggestion 
from the wholesale and retail in- 
dustry advisory committee that 
the moratorium on bargain sales 
for clothing be extended to cover 
all kinds of merchandise. 

While WPB’s staff is by no 
means unanimous in welcoming 
such a suggestion, well placed of- 
ficials throughout the organization 


have contended that only the most} 


guarded advertising copy can 
avoid the effect of creating de- 
mand for scarce or non-available 
items. 

So far, definite action has been 
taken only in the case of textiles, 
and in a few scattered instances, 
but government’s determination to 
keep the lid on demand until war 
production is under control is re- 
flected in the firmness with which 
compliance officials check on the 
use which manufacturers are mak- 
ing of models of their postwar 
products. 


Models Are Permitted 


Under one of the pre-reconver- 
sion orders issued last summer, 
many firms received permission to 
build a limited number of models 
of the product they hope to make 
postwar, but once those models 
are built, they must be kept under 
wraps, and in no way demonstrated 
to the public. Pictures and draw- 
ings, however, may be advertised 
and displayed. 

WPB’s position on these models 

(Continued on Pdge 59) 
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NEW SYMBOL—Current International 

Harvester advertising is featuring the 

F new mark, a black H bisected by a red 

| which, copy explains, means "Product 
of International Harvester." 


B-1 Company to . 
Revise Labels on 
Beverage Bottles 


Washington, Jan. 31.—An agree- 
ment to revise the label on “‘B-1” 
beverages brought to a sudden 
close today a case which had at- 
tracted wide attention here as a 
first class example of the position 
FTC has taken on its right to re- 
view the context of labels. 

The question of which govern- 
ment agency shall call a firm to 
account for loose labeling has 
been up in the air since Miles 
Laboratories took FTC into the 
courts more than two years ago to 
contest the Commission’s effort to 
bring about relabeling of Miles 
products in lieu of revising its 
advertising. 

While the problem has created 
considerable controversy in the 
ranks of industry, there is no evi- 

(Continued on Page 57) 


Last Minute News Flashes 


Bituminous Industry Cites 


620-Million Ton Record 


New York, Feb. 2.—Supplementing its national campaign, Bitumi- 
nous Coal Institute has scheduled an 800-line insertion in 52 newspa- 
pers in about 50 cities, through Benton & Bowles, New York, to point 
out that the bituminous coal industry produced the record total of 


620,000,000 tons in 1944. 


Campbell Introducing Cream of Spinach 


Camden, N. 
cream of spinach soup this month 
through Ward Wheelock Company, 


J., Feb. 2.—Campbell Soup Company will introduce 


in spot radio in 14 major markets, 
Philadelphia. Recently sales-tested 


in the Philadelphia market, 82.7% of consumers who tried it reported 


favorably. 
network campaigns as distribution 


The new soup will be plugged in Campbell’s magazine and 


is extended. 


Quaker Oats Sponsors ‘Terry’ Jingle Contest 

Chicago, Feb. 2.—Quaker Oats Co., through Ruthrauff & Ryan, Inc., 
will use Sunday comics from coast to coast on Feb. 25 to promote its 
“Terry Jingle Contest,’ in which $5,000 in war stamps is offered to 
persons supplying the best last line to an incomplete jingle devoted 


to the “‘Terry and the Pirates” Blue Network program heard Mondays Nail 


through Fridays at — p. m. 


Wilson to Launch B-V Series in March 


Chicago, Feb. 2.—Wilson & Co., 


through United States Advertising 


Corporation, will launch in March a nationwide drive for its B-V 
gravy in more than 200 newspapers and in general magazines, including 
Good Housekeeping, Ladies’ Home Journal, Parents’ Magazine and 


The Saturday Evening Post. 


Pabst Places Foreign Advertising with Vladimir 
Chicago, Feb. 2.—Pabst Sales Company has appointed Irwin Vladimir 


& Co. of Illinois, Inc. to handle its 


foreign advertising. 


thé ad theme from postwar to 


NIIC Will Switch 
fo War Themes 
in Ad Campaign 


Member Protests Halt 
Newspaper Series 
on ‘Tomorrow’ 


New York, Feb. 1.—Because 
‘members called attention to the 
change in the public mood” after 
the German break-through on the 
Western Front, National Industrial 
Information Committee of the Na- 
tional Association of Manufactur- 
ers recently issued a stop order on 
the sixth ad in its newspaper 
series,. and. probably will change 
“immediate such as 
manpower.” 

Thus the campaign, which was 
one year aborning, first through 
Arthur Kudner, Inc., and which 
finally started the week of Dec. 11 
through Kenyon & Eckhardt, 
lasted about six weeks. The NIIC 
people tell ADVERTISING AGE that 
it is not dead, but for the present 
at least it has become inert. 

Starting on a weekly insertion | 
basis, in nearly 500 newspapers in 
cities of 50,000 and more popula- 
tion, it was switched to fortnightly ~- 
and had been intended to run : 
indefinitely. 


Not ‘Chief Custodian’ 


Although NIIC says that the 
general reaction to the first cam- 
paign has béen good, “some ad- 
vertising executives express the 
opinion that it failed in its pur- 
pose to make the public believe : 
that business is the chief custodian - 
of their economic future.” 

The head of one large agency ~ 
called the campaign “clumsy and | 
verbose”’; asserted that NIIC was 
making “fancy promises which it 
can’t live up to” and if continued 
on that basis, would succeed only 
in “driving a further wedge be- 


Revlon Offers 
Overcoat in Nurse 
Recruitment Ads 


New York, Feb. 1.—Metropoli- 
tan newspapers here today, tomor- 
row and Sunday will carry adver- 
tising sponsored by the Revlon 
Products Corporation in coopera- 
tion with the Army, OWI and War 
Advertising Council, in which an 
official Nurse Corps overcoat will 
be offered as a gift to every nurse 
accepted for service in the city 
between Feb. 2 and Feb. 15. 

The appeal ties in with the 44th 
anniversary of the U.S. Army 
Nurse Corps and underscores the 
urgent recruitment need. If the 
experiment proves successful here 
it may be extended to other cities, 
the Council stated. 


war issues, 


Directed to registered nurses, 
ithe message reads: “The Revlon 
Enamel Company will give 
}you your Army Nurse Overcoat 
|from Saks Fifth Avenue as their 
| way of thanking you. As you slip 
into it, perhaps you will feel 
the country thanks you . we all 
thank you . from the bottom 
of our hearts gut of course your 
real thanks will come from the 
grateful smile of some wounded 
boy. Won’t you volunteer today. : 
. 4 Remember, your country 
counts on You!” ; 


McCann-Erickson, Inc., handles 


|'Revlon advertising 
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tween business and government.” | press service, was accepted by 150 | G-E Appoints B&B for 


A vice-president in charge of 


copy of a leading agency thought | 


of it merely as “an effort to write 
down” to the readers. He admit- 
ted, however, that he “didn’t get 
beyond the head and first para- 


they gave him the 
they “didn’t matter.” 
“dull.” 


‘Didn’t Even Stop Me’ 


Another leading agency execu- 
tive said that “apparently it was 
a poor job of advertising” be- 
cause it “didn’t even stop me, as 
an advertising practitioner.” 

Some advertising people pointed 
out, however, that the fault prob- 
ably did not rest with Kenyon & 
Eckhardt, but with the difficulty 
of pleasing all the high executives 
of all the 15,000 businesses in the 
NAM-NIIC setup. 

In other directions NIIC ap- 
parently is making progress by 
being brighter. A series of weekly 
comments on the general theme, 
“I Like American Business,” writ- 
ten and illustrated by Don Her- 
old, offered free to newspapers 
last month by the NIIC industrial 


They were 


dailies and weeklies in the first 
month, and now is carried regu- 


Herold’s subjects were 
“Some day I want to own a fac- 


| tory like this”; “Life without com- 
graph” of any of the ads, because | 
feeling that | 


petition would be sissy,” and “It’s 
more fun to be free.” 


Canada Dry on Air 


Canada Dry Ginger Ale, Inc., 
New York, is sponsoring a tran- 
scribed news broadcast by Webley 


Edwards, CBS Pacific war com- 
mentator, originating on KQW, 
San Francisco, and_ presented 


Monday through Friday from 
11:15-11:25 p.m., immediately fol- 
lowing the station’s 11 p.m. news 
broadcast. J. M. Mathes, Inc., 
New York, is the agency. 


Oberfelder to Blue 


Theodore L. Oberfelder, promo- 
tion manager of WFIL, Phila- 
delphia, will join the Blue Net- 
work on Feb. 12 as coordinator of 
audience promotion, working with 
Fred Smith, Blue director of ad- 
vertising and promotion. 


‘New Chemical Division 
‘larly by about 700 of them. Some | 
}of Mr. 


General Electric Company, 
Schenectady, has appointed Ben- 
ton & Bowles, New York, to han- 
dle advertising for its newly-cre- 
ated chemical department, effec- 
tive immediately. Plans for na- 
tional advertising of the plastics 
division of that department are 
under way and will be announced 
soon. 

The chemical department was 
formed in December to consoli- 
date activities of the G-E plastic 
group and insulation and resins 
group (AA, Jan. 1). Robert L. 
Gibson is its advertising and sales 
promotion manager. 


Craftint Releases Film 


A new and simplified photo- 
stencil film designed especially for 
silk screen printing processes has 
been prepared by the Craftint 
Mfg. Company, Cleveland. The 
film is pre-sensitized and requires 
no treatment before exposure, 
which is said to permit a high de- 
gree of standardization in expo- 
sure times and stencil film depth. 
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Dari-Rich is poured into 


more glasses in the Hartford market 


area through its use of The Courant. 


The Courant, too, is a good mixer 


wherever it goes — and it goes into 


THE Ud 


homes throughout the market area. 


Retailers, wanting more than met- 


ropolitan Hartford, have in four 


years doubled the percentage of 
local lineage placed in The Courant. 


Nationally Represented by 
Gilman, Nicoll & Ruthman 


TFORD 


OuraNnt 


A CONNECTICUT INSTITUTION SINCE 1764 


Allied Liquor 
Industries Issues 
‘Moderation’ Ads 


New York, Feb. 2. — Allied 
Liquor Industries, Inc., is making 
available to tavern organizations 
throughout the country its second 
series of cooperative advertise- 
ments for placement in local 
newspapers, following the success 
of ALI’s first series launched in 
March, 1944. 

Ads in the new series, illus- 
trated with historic taverns of 
America, offer tavern operators 
space for individual signatures, 
backing up their pledge to abide 
by all state and local liquor regu- 
lations, with particular emphasis 
on laws pertaining to the sale of 
alcoholic beverages to minors. The 
copy also points out that the fu- 
ture of tavern operators’ business 
is built on moderation. 


1l States Use Messages 


According to a preliminary 
check on the first series, Clarence 
N. Dufek, ALI director of field 
education, reported that tavern 
groups in 11 states have used the 
messages, in many instances 
scheduling as many as seven or 
eight daily and weekly newspapers 
in the county an individual tav- 
ern might serve. Favorable re- 
sponse has also come from citi- 
zens, public, civic and church of- 
ficials. 

Both series of the moderation 


and “self-regulation” ads were 
placed by Biow Company, New 
York. 


ALI last week exhibited for the 
first time the third in its series of 
sound slide films designed to edu- 
cate industry members On adopt- 
ing and observing the strictest 
self-regulatory measures. 


Kneebone Agency 
Opens; to Handle 
Simoniz Account 


Chicago, Feb. 1.—Formation of 
the John R. Kneebone Company, 
advertising agency, was an- 
nounced today by Mr. Kneebone, 
who revealed the firm will handle 
the account of Simoniz Company. 

The new agency chief has served 
as account executive with Mc- 
Junkin Advertising Company, Chi- 
cago, for the past year and prior 
to that was with Ruthrauff & Ryan 
in a similar capacity for about six 
years, and was associated with the 
Chicago office of Curtis Publishing 
Company. 

Through George H. Hartman 
Company, its former agency, Si- 
moniz has been conducting ex- 
tensive campaigns in newspapers, 
women’s magazines and trade 
publications for Self - Polishing 
Simoniz, floor cleaner (AA, Dec. 
25). 

The Kneebone agency accounts 
will include Moorman Mfg. Com- 
pany, Quincy, Ill.; Brookfield Lab- 
oratories, Brookfield, Ill.; Edison 
Chemical Company, Chicago; 
Pickett & Eckel, Chicago, slide rule 
manufacturer, and others to be an- 
nounced later. 

The agency’s offices are in the 
La Salle-Wacker building here, 
telephone Andover 4722. 


Cannon Asks 6 Billion 


for Agriculture Census 
Rep. Clarence Cannon, chair- 
man of the House appropriations 
committee last week touched off 
a test of strength on the Presi- 
dent’s request for statistical infor- 
mation, in a report asking $6,250,- 
000 to complete the Census of 
Agriculture, already under way. 
Selecting the strongest talking 
point in the series of contemplated 
statistical studies, Mr. Cannon pre- 
pared for a fight from House Re- 
publicans who say that the large 
number of questions in the census 
are burdensome to the farmer. 
Administration forces are ex- 
pected to take the position that 
detailed studies are necessary to 
enable government and business to 
plan ahead. On the Census of Agri- | 
culture specifically, Rep. Cannon | 
pointed out that a $7,200,000 in- | 
vestment will be lost unless funds 
are forthcoming to compile the 
results. | 


A SECOND Appeal To Members of The House 


‘The civilian housing project in Hy o\y), 


has my support’--complete- Adm. |), 


The People of Honolulu, Hawaii---l.> \ 
t 


URGES HELP — Because the housing 
shortage in Honolulu is serious and re 
lief urgent, hundreds of Honoluluan 
appealed direct to Congress throug 
this and another ad which ran last wee 

in the Washington Post and Star. 


Joins ‘American Builder’ 


Sterling Albert, formerly assist 
ant to the executive vice-presiden 
of the National Association 9 
Home Builders, Washington, ha 
joined American Builder, Ne, 
York, as assistant to the busines 
manager. 


Johnson Joins Walker 


Raymond Johnson, former] 
sales manager of Gilman Brother: 
Boston, has been appointed vice 
president and general sales man 
ager of Walker Company, Middle 
boro, Mass., manufacturer of heat 
ing pads and sick bed needs. 


he 
San Francisco 
Radio Picture 
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The Magazines 
a Better ‘Rat Trap” 
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/s you can see there was nothing wrong with 
\\e original “rat trap’? that mass-production 
couldn’t cure. 

And the magazines of the Macfadden Men’s 
(-oup long ago put that weapon on the mass- 
bP oduction line with the original Line-Up. 

if you want to know how good a “rat trap” 
ii is—ask the rats themselves. One promised 

f it’s the last thing I ever do’”’) to murder the 
€ itor as soon as the State of Texas commuted 
h 5 life sentence. 


fe 


The Measure of a Magazine’s Worth Is Its « 
Hold on Its Readers and Its Value to Society 


BOARDING 
HOUSE 
MYSTERY 


Extract from Professional Criminals of America—published in 1886—the first ‘Rogues’ Gallery” prepared by Inspector 


Thomas Byrnes who thus initiated the use of a weapon that became the deadliest thing criminals ever faced—the camera. 


Another, only last month, threw in the towel 
and gave himself up to the authorities after he 
saw his picture in the Line-Up. 

Letter after letter comes in from crooks, “‘con”’ 
men, forgers, arsonists, swindlers threatening 


harm to the “rat trap’”’ makers. 


But the makers keep at it—quietly and without 
much ado. And, in towns and cities across 
America, hardly a week goes by but what some 


wanted criminal is stopped in his tracks, trapped, 


(co of the eight MACFADDEN PUBLICATIONS 


TRUE DETECTIVE - MASTER DETECTIVE 


; mive® ; . 
Wt. ely: eOrv , Fees. ; 
- atc ARTE Me, e- sev OF ee nd a's 


prevented from disturbing your security—and 


yours and yours. 


* ** * 


Publications that steadfastly and tirelessly fulfill 
a great social purpose have a unique place in the 
esteem of their readers. 

That esteem is an important part of the adver- 
tiser’s franchise in the magazines of Macfadden 


Men’s Group. 
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Network Sales Hit 
New Peak in ‘44 
of $126,000,000 


Washington, Feb. 1.—Revenue 
for the sale of radio time by the 
four major networks and 569 
standard broadcast stations in 1944 
hit an all-time high, the FCC re- 


age radio industry employe. 

Based on preliminary data be- 
fore the deduction of agency com- 
missions, the FCC figures show 
that time sales by the four major 
networks reached $126,330,491, an 
increase of 21.2% over 1943 fig- 
ures, and more than double the 
$62,000,000 figure chalked up in 
1939. The comparable 1943 figure 
was $104,243,322. 

At the end of 1944, the four ma- 


today. The 


commission} jor networks had a total of 730 
also reported a substantial in-| affiliated stations, compared with 


crease in the earnings of the aver-| only 661 on Dec. 31, 1943. Numeri- 


cally, Mutual recorded the great- 
est gain, signing up 33 stations to 
bring its total to 244. Blue reached 
194, an increase of 20; CBS was 
up nine to 143, and NBC up seven 
for a total of 149. 


Standard Stations’ Up 26% 


Preliminary figures for 569 
standard stations show a 25.9% in- 
crease in non-network national 
and regional sales for 1944 over 
1943, and 28.3% for non-network 
local uses. National and regional 
advertisers bought $58,665,371 


worth of time and local advertis- 
ers used $61,990,623 in time on 
the 569 stations. Final network 
figures are to be issued after April 
1, and more comprehensive reve- 
nue and income. data on standard 
stations will be released at a later 
date. 

Employment in the _ industry 
went up from 25,108 in an average 
week in 1943 to 26,688 for a simi- 
lar week in 1944, and the average 
wage for employes was up $24.98, 
the FCC reported today. 

A more than average increase 


Searcely a month remains 
for space reservations in 
your year round sales rep- 
resentative, the 1945 Ma- 
rine Catalog and Buyers’ 
Directory. 


Do not pass up this unique 
opportunity! 

Make certain that detailed 
information on your prod- 
ucts is ever-available to the 
key marine men when they 
refer to the 1945 edition of 
the industry’s standard 
buying guide, the only 
composite catalog of its 
type in the field today, 
covering the buying power 
of the entire marine in- 
dustry. 

Act Now! Beat the March 


31 deadline! 


a 


Foremost in the Dissemination 


of Vital Information 


EY men look to Marine Engineering and Shipping Review for cover- 


age of technical and engineering problems. 


This publication has 


earned industry-wide recognition and prestige for the authentic, reliable 
technical content of its editorial pages—all keyed to the latest engineer- 
ing and technical developments in the field. 


This type of comprehensive editorial job has led marine men charged 
with the responsibility of designing ships, building ships and buying 
the essential material, tools and equipment, to label Marine Engineering 
and Shipping Review as the industry’s library of essential information 
—often the only record of its kind available. Each succeeding issue adds 
to the permanent pool of technical information to which key marine 
men constantly refer. Editorial leadership of this kind speaks for itself! 


And it is only right and natural that these same key men look for well- 


directed business advertising that will also help them to design, build, 


operate and maintain ships better. 


Contacting the marine men with 


buying power directly and economically through Marine Engineering 


and Shipping Review by presentation of your advertising messages helps 
you—and serves them. 


The regular identification of your products and services in Marine 


Engineering and Shipping Review this year will give you a commandin 
& ; 4 


position for maintaining, and further cementing, strong marine industry 


relationships. 


Marine 


Engineering 


Advertising Age, Februar, 5. 


in wages was recorded by the 
dustry’s outside salesme . 
though slightly reduced nun 
bers, came off with $23.28 4 we 
average increase. The ei ht ne 
works and 844 stations styqig 
during the week of Oct. |}, j94 
had 1,332 outside salesme gp 
pared with 1,238 emploveq } 
eight networks and 855 statio 
during the week of Oct. 17, 194 


Includes 3,029 Execut ves 


The 1944 survey showed tpg 
the eight networks and {44 gg 
tions had 3,029 executives: eo 
pared with 2,881 for the slight 
larger group of stations last ye, 
Average pay of executives in 194 
was $112.63 compared wi 
$103.83 in ’43. In the executiy 
group 450 commercial executiyd 
averaged $118.50 a week: 19; 
managers, $159.99; 589 technicg 
$75.79; 559 program, $80.35: 14 
publicity, $90. 

For networks, including 10 k 
stations, 50 managers averagg 
$415.18 a week, while manage 
of 973 individual stations average 
$145.56. Network commercial peg 


‘|}ple, 66 in number, averag 
$164.86, while 384 station co 
mercial executives average 


$110.61; 42 network program e; 
ecutives, $177.55, and 577 statio 
program executives, $72.45. 
Outside the executive groy 
the study included 1,114 produc 
tion employes, averaging $59.15 
week; 989 writers, averagin 
$43.24; 3,450 announcers, $51.0 
2,226 musicians, $76.20; 734 pr 
motion and merchandising peopl 
averaging $50.75. 
For networks and 10 key sta 
tions, 476 promotion and merchan 
dising people averaged $52.29 
while 258 doing the same work fo 
834 stations, averaged $47.92. Th 
entire industry had 233 promotior 
and merchandising people in 1943 
with average earnings of $46.54. 


P&G Leads on NBO 


with $7,000,000 


New York, Feb. 1.—Procter & 
Gamble Company led all ‘adver 


tisers of National Broadcasting 


Company in 1944 with an esti 
mated gross billings figure 0 
$7,146,971. 
NBC’s leaders probably will bé 
issued later this week. 

Runners-up on the NBC lis 
last year’ were Sterling Drug, es 
timated at $5,508,410; Genera 
Foods, $3,628,376; Miles Labora 
tories, $3,164,220; General Mills 
$2,849,580; Liggett & Myers, $2, 
610,680; Brown & Williamson, $2, 
226,987; American Tobacco 
$2,054,504; Colgate - Palmolive 
Peet, $1,618,687, and Americar 
Home Products, $1,499,031. 

P&G last year continued to hold 
first place in expenditures on 
networks, with an_ estimated 
$13,000,000. 


Westinghouse Continues 
Distribution Setup 


The appliance division of Wes 
inghouse Electric & Mfg. Company 
at Mansfield, O., will continue 2 
most in its entirety its prew@ 
wholesale distribution setup. T) 
includes 80 branches of the \es 
inghouse Electric Supply Cor :pam) 
and 50 independent wholesa ‘°rs. 

The Jan. 29 issue of Apv»Rrtls 
ING AGE incorrectly reporte: té 
Westinghouse has no indepe 1a 
wholesalers on appliances otej 
than a small number und (4 
radio receiver division. 


Parke, Davis Runs 
V-D Ad in Series 


The pharmacist’s part in « 
ing the public to veneral 
treatment is featured in 
Davis & Co.’s full-page Sa 
Evening Post ad Jan. 27, 01 
series designed to promote 
understanding of “your 
macist.” 

Although National Soci: 
giene Day, promoted in the 
against VD, falls on Feb. 
Detroit pharmaceutical hou 
its copy was not intended t 
directly with the national —°". 
paign (AA, Jan. 22). Yor .s® 
Rubicam, New York, is the 
Davis agency. 
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When bombs fell on Moscow, Margaret Bourke -White was on 


192. Th crn male * oa the roof of the U.S. Embassy photographing the vivid pyro- 
romotio 4 e we. 7 ae a > Ne q ‘ = technics of Russian anti-craft fire. Her work during the siege 
ii yt ss Rey, Fok ae ‘ q , ‘2. \ 4 of Russia’s capital resulted in the book, Shooting the Russian War. 


NBC 
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Sh e | 0 0 ks ll t 0 t h eG fa C e of Wa [ Doughuoy gives blood to aid wounded comrades in an evacuation 


inues ' en 

anu hospital close to front-line fighting in Italy where Margaret 
Bourke-White spent five months. Her pictures and experiences 

ll — make up her latest book, They Called It Purple Heart Valley. 

inue al@g The faces of calm American airmen in a flak- — on, her daring and determination to be at the 


p. Tagg'ocked bomber over Tunisia . . . the faces of right place at the right time, and her skill in 
pone Museovite civilians during the siege of the — bringing back the story in text and pictures 
salcrs. M# Russian capital . . . of American soldiers in — give to LIFE’s world-wide coverage the famil- 
te. thal’ Purple Heart Valley,” of nurses in front-line iar flavor of an interview on Main Street. 


s othe “Y ‘uation hospitals, of doughboys in ditch- This ability of LIFE’s photo-reporters to in- 
“ge itch fighting. _terpret world events in terms so revealing to 
[FE Photographer Margaret Bourke-White — people back home is one reason why no other 
ha. seen war face-to-face in more of its awful magazine ever had so many readers every week. 
ph ses than perhaps any other woman. Wield- 
edu ily her camera with skill, she has transported 
“@\ cons of Americans at home, through her 
~ of MP ures in LIFE, on trips to the battle lines, 
2 "4 he ved them to a real understanding of what 


We is like over most of the globe. 


e iri er insatiable curiosity about what’s going 

| : k iy a 

f Be . ig pale bg Ag i 

: x & Cover photograph of the first issue of LIFE, November 23, 1936, 
. was Margaret Bourke-White’s fine picture of the Fort Peck 


Dam in Montana. Since then she has done virtually hundreds 
of assignments for LIFE in principal newsfronts of the world. 
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Gallup-ARI Reveal 
Tel Voting System | 


to Pre-Test Films | 


New York, Feb. 1.—First public 
introduction of the Tel Voting Sys- 
tem and Unit Ballot Analyzer ma- 
chines, with which Audience Re- 
search, Inc., and Dr. George Gal- | 
lup have been pre-testing motion | 
picture audience reactions for the | 
last four years, was made this} 
week at a press luncheon here. 

Usable for both motion picture 
and radio audiences, the two ma-| 
chines have proved through exten- 
sive experimentation to offer valu- | 
able assistance to film makers and 
distributors in gauging the box of- 
fice appeal of a forthcoming pic- 
ture, thus enabling them to plan 
more accurately in advance the) 


advertising and publicity budgets. 
Six companies already subscrib- 


ing to ARI’s new device were an- | 


nounced, including RKO, David 
Selznick, Walt Disney, Time, Inc., 
Coiumbia Pictures and Photoplay. 
No radio clients were listed, but 
both machines have been used to 
pre-test radio shows, the Tel Vot- 
ing System among fairly large 
listening groups, and the Analyzer 
to discover the individual’s reac- 
tion to a program in the home. 
To test reactions to a picture, 
ARI selects a typical cross section 
group of moviegoers, basing the 
selection on such factors as age, 
sex, income, and frequency of at- 
tendance to local motion pictures. 
Each person, as he watches the 
picture, registers his various likes 
and dislikes of each scene on a 


small dial held in the hand. The! 
| dials in turn register the reactions 


on the Tel Voting machine, which 


turns out a chart showing the 
over-all reaction of the group. ARI 
rates pictures numerically in a 
manner similar to that used for 
radio programs by C. E. Hooper, 
Inc., or the Cooperative Analysis 
of Broadcasting. 

The machine record is only one 
part of the actual procedure, 
called by ARI the preview profile 
jury system. Before and after the 
motion picture is shown, each per- 
son in the group is given detailed 
questionnaires to fill out, this in- 
formation further aiding ARI to 
classify the average reaction 
shown on the Tel Voting graph. 


Sommons Changes Name 


Sommons & Bregenzer, Allen- 
town, Pa., has changed its name 
to Harold E. Sommons Advertis- 
ing. New address is 1035 Linden 
St. 


MacLean to Publish 
Export Magazine 

MacLean Publishing Company, 
Toronto, has announced it will 


publish Industrial Progress, a new 
export publication to serve Cada- 


dian manufacturers of industrial 
equipment. 
The publication, to be issued 


every other month, will cover 
wartime manufacturing develop- 
ments in the Dominion, new in- 
dustrial equipment, installation of 
machinery, etc. 

A foreign circulation of about 
9,000 or 10,000 is expected among 
plant managers and chief mechan- 
ics in various industries in the 
British Empire and South Ameri- 
can markets, and European and 
Asiatic markets now open. Single 
page rate is $175. Page size is 
7” = 10°. 


o. SOGLOW 


PRINTED IN SUPPORT OF GOVERNMENT'S ECONOMIC STABILIZATION PROGRAM 


(At the suggestion 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK :8,N. Y. 


of the War Advertising Counci! we are offering reprint 


of this advertisement to anyone who wishes to have them.) 


Advertising Age, February ». j94: 


Britannica Fil) is 
Names New EF eq 
for Postwar Pl ins 


Chicago, Jan. 30.—In a : ove 4 
expand use of its education | 4), 
in a postwar rehabilitatic  p), 
gram, Encyclopaedia Bri 
Inc., this week elected it 
dent, E. H. Powell, as pres 
Encyclopaedia Britannica 
Inc. Dr. Miller McClint< 
Dr. V. C. Arnspiger were 
to the film company’s b: 
directors, it was announed jy 
William B. Benton, board 
man. 

Britannica’s film company is th 


result of an amalgamat ny 4 
Electrical Research Produc':, [n¢ 
(ERPI), acquired by the Unive, 
sity of Chicago and turned over 
Britannica’s management in De 
cember, 1943, and Eastman Edy 
cational Films, acquired by Britan 
nica in April, 1944. Britannic 
now has over 500 educationa! fi]m 
in its library, with subjects rang 
ing from those for primary grade 


through to college’ classrooms 
Contrary to entertainment film 
Britannica officials point out, the; 
movies are designed “to make th¢ 
audience remember.” Some of thé 
subjects have been used by th¢ 
Army and Navy for training, and 
many are especially directed to § 
into the postwar rehabilitation an 
educational program. 


Has Important Role 


Dr. McClintock, president o 
Mutual Broadcasting System fron 
November, 1942, until October 
1944, is expected to play an im 
portant role as special consultan 
to the film company. Prior to joi 
ing MBS he was executive direc 
tor-of the War Advertising Coun er 
cil. He has been director of tha 
research division of the Caml SSS 
Manufacturers Institute, directoy 
for the Bureau for Street Traff 
Control, head of the Traffic Audi 
Bureau, vice-president of the Na 
tional Safety Council, director o 
the Albert Russell Erskine Burea 
of Harvard University and in tha 
research department of Yale Uni 
versity. 

Other new officers include: S.R 
Fuller, treasurer; W. G. Tams, sec 


retary; J. A. Brill, assistant secreqm7ov'R 
tary, and J. Hyde, assistan#! Gooc 
treasurer. Other board memberg™..,.’s |\ 
are: Chester Bowles, OPA admir 
istrator; Marshall Field, publisher Of co 
Richard de Rochemont, produce! mply 
of “The March of Time”; Wallacqy. |. , 
K. Harrison, architect; Paul G@ 
Hoffman, president of the StudeqJ But v 
baker Corporation; Ernest Hopi, cener 
kins, president of Dartmouth Col 
lege; Robert M. Hutchins, presig§ Becat 
dent of the University of ChicagofMmen anc 
Mr. Powell; Raymond Rubicam@#,., s, 
former head of Young & Rubicam@™, ’ |. 
Beardsley Ruml, treasurer of Rg {"*'" 
H. Macy & Co.; Harry Schermang™ Yes, 
president of “The Book of t@@.i. y. 
Month Club”; Wayne C. Tayo! 
Under Secretary of Commerce ” 
John Grierson, commissioner 
the National Film Board of Can 
ada, and E. E. Shumaker. 
Opens Pittsburgh Office Sy 
Haire Publishing Company. NeW a 


York, has established region: ! a¢ 
vertising offices in the Firs’ Na 
tional Bank building, Pitts urg! 
Telephone is Atlantic 9777. urkeé 
C. Nebo, district advertising ma! 
ager covering territory be wee! 


Buffalo and Detroit, will max¢ , 
Pittsburgh his headquarte! e 7 
1 | 

“MEET YOUR CONTRAC Df B - 
BUILDER CUSTOMER’ - — = ° 

the sensational descriptive bookle > 4 

the Building Market. Contains info = 3 

tion impartially presented that's e - 


understood about the building the | 
the talking is about. 


Send for a copy of this beoklet, ° 
off the press, or ask your adver!) 3 
agency about it. 


PRACTICAL BUILE 


Chis 


59 East Van Buren 
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LOOK, DEAR/ A 
NEW RECIPE, AND 
IT CAME OUT JUST 
LIKE THE 


os ere 2? \CTURE! 


¢ , a ae 3 


\/ 


The advertisement reproduced here is one of a series 
being published in newspapers from coast to coast. To 
consumers who are your ultimate customers it tells the 
“behind-th ” story of ing, 

ind-the-scenes " story of Good Housekeeping, and 
so enhances the value of advertising in this leading 
women’s service magazine. 
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If an advertised dish doesn’t get an enthu- 
siastic reception from the Taste Squad, we 
so report. 


7ou'RE not going to get a recipe out of the table, tuck in their napkins —and go to it. 
Good Housekeeping that your family 


, : 7 If the majority turn thumbs down, we 
n'tlike. No, ma’am...notif we can help it. 


revise our recipe until they say: “Mmm” and 
ask for more. If they never do get to like it, 
we turn our thumbs down, too. 


And we've yet to meet a manufacturer 
who wasn’t glad to make the recipe changes 
we suggested. 


Of course, we don’t say that a person who 

ead mply can’t stand green peppers will like 
alla - . 

Dau] Gye in one of our recipes. 


Stude@™ But we do feel pretty dog-gone sure folks 


If the heroes and heroines of our Taste 


Squad all agree on a recipe, it’s a pretty When a new type of quick-cooking ham 


5 O} In : > ; hae? > > > . , re slew wi ik itl » . a 
im fo igeneral will go for our recipes. Why? sure bet that your family will like it! appeared, we baked 50 different hams. Then 
, presiq™ Because we’ve got a hundred and forty we had our tasters sample all fifty. 


-hicagog™men and women ... young and old... . North- 


ubicam ; We baked those hams—and sampled them 
Ub ical'g@mn, Southern, Eastern, and Western 


—for one reason: to give you editorial advice 


Wns Akos jo. ypu sake 


ubicamm™y, ’ , cay ; 
r of Ryg@nding by to taste our recipes for us. Every recipe you read in Good Housekeeping you could rely upon ... to be sure the recom- 
herman Ye , we invite groups ot these folks, with iS taste-tested, mind you—even those in the mended method of cooking would produce 
1 clone!’ Varied tastes, to put their feet under advertising columns. deliciously flavored, tender hams. It did. 

Jf 
nmerce But that elaborate research served a fur- 


More onions? Less tomato? Sometimes we repeatedly 
revise a recipe before we present it to you. For we 
want to be as sure as we can that you and your 
family will like it. 


ther purpose. It gave us a tasters’ verdict on 
the manufacturers’ recipes. If our Taste 
Squad hadn’t liked the new kind of ham, 
prepared according to directions, we'd have 
suggested changing the directions. That's 
how far we go in your interest. 


Coll SOMEWHERE OVER HERE SOMEWHERE OVER THERE 


THE OTHER SHIPMENT WAS HELO 
UP. THEY SAY, WAITING FOR 
PAPER TO PACK IT IN 


fice JUST PUT THE PAPERS 1M THE 
— GARBAGE, S11... WE DONT 
| dil SOTMER TO SAVE THEM ANYMORE 


of product or method. Why? Because we 
want you to feel you can rely upon Good 
Housekeeping. That explains, too, why we 
make vou this pledge—a pledge we'll keep on 


Another time, we prepared and _ served 
gallons of a special type of coffee—to see 


7 ARE YOU IN 
i THE WAR 100%? 


®@ ‘very man or woman in the 

&@ ced services is in the war 

Pt “>. Does your war effort add 

u to 100%? Check up and see! 

| you do these things regularly 

5 core 10% each. If sometimes 
~ score 5%, each. 


points? 


— 
7. 
= 4 


Do Red Cross or other volunteer work? .. 
Buy War Bonds? A ae er ee ee 
Give blood to blood bank? . . . . 
Save tin, fat, paper, conserve fuel, tires? 
Observe ceiling prices, always pay ration 


Can, preserve, and save food? 
Buy nothing you do not need? 
Write often and cheerfully to Servicemen? 
Have a Victory Garden? ‘ 

Repeat no rumors, guard your talk? 


Batatad 


. . . . . . 


OOOOOO OOOO 


Balad ad ai as 


TOTAL %Y% 


whether the flavor met with the general 
approval the advertiser claimed. If our taste- 
testers hadn’t ok’d the coffee, you'd never 
have seen its advertisements in our magazine. 


This same type of thorough-going inquiry 
is conducted before we describe any new kind 


Bi; 


The Homemakers’ 
Bureau of Standards 


making, we promise you, as long as Good 
Housekeeping iS printed: 


That at no time, and not for any rea- 
son, or any profit, will any page of 
Good Housekeeping —editorial or ad- 
vertising —trade unfairly on your trust. 


Good Housekeeping 


TO get 
cate 80 07 


< « 
> Guaranteed by » 


Good Housekeeping 
 OLFECIIVE Of ww 


> wit 


We give this seal to 
no one—the product 
that has it, earns if. 


FOR VICTORY x BUY U.S. WAR BONDS AND STAMPS 
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NIAA Group Issues 
Film, Booklet on 
Selecting Markets 


Chicago, Feb. 1.—Basic proce- 
dures of successful market de- 
termination in industry are set 
forth this week in a new 15-min- 
ute film and 32-page companion 
booklet prepared by the profes- 
sional development committee of 
the National Industrial Advertis- 
ers Association. (News of NIAA’s 
- budget study appears on Page 
2.) 

The films and booklets are to 
be sent out for use of the 2,500 
NIAA members, according to 
James R. Kearney Jr., James R. 
Kearney Corporation, St. Louis, 
NIAA president, and J. M. Mc- 
Kibbin, assistant vice-president of 
Westinghouse Electric & Mfg. 
Company, Pittsburgh, who heads 
the professional development com- 
mittee. 


Program chairmen of NIAA 
chapters are being advised by 
these officials that the new mar- 
keting material is available for 
their coming meetings on market 
determination, which NIAA mem- 


|}bers have declared the most im- 


portant prerequisite in conducting 
successful advertising and pro- 
motion campaigns. 

The booklet, “Industrial Mar- 
ket Determination,” comprises 
three parts: (1) A compilation of 
statistics of the industrial market; 
(2) suggestions for procedure in 
determining markets, and (3) sug- 
gestions for use of market deter- 
mination material. 


Statistics Charted 


Emphasis in the first section is 
placed on the fact that “of hun- 
dreds of thousands of plants and 
industrial operations, compara- 
tively few warrant planned atten- 
tion.” Members are urged to 
make use of statistics on worker 
classifications prepared by the Bu- 
reau of the Budget. 

Charts are used to indicate that 
15% of America’s factories account 
for 79% of the nation’s produc- 
tion; that industrial activity is 
concentrated in certain state and 


county areas, and that only about 
27,000 of the nation’s 184,000 
plants offer much of a market to 
their suppliers. 

The second section points out 
that knowledge of product, and 
especially of what companies use 
it, is the first essential of market 
determination. It urges that con- 
siderable attention be paid to the 
question of which officials have a 
part in purchasing equipment, and 
tabulation of lists of buyers, by 
industry and by function of the 
men who buy, as a quick way to 
decide part of the marketing prob- 
lem. 


Lists Source Material 


The section lists 38 sources of 
information useful in rating in- 
dustries comparatively—including 
many Department of Commerce 
manuals, Industrial Marketing’s 
annual Market Data Book, etc. 

One of the most important find- 
ings in the booklet appears in this 
section under the subject of field 
research. Pointing to the frequent 
necessity of such research, the 
committee lists 16 suggestions for 
successful interviewing of buyers. 

Success in interviewing, it says, 
is based on lack of formality, and 


depends in part on contacting the 
right men, explaining clearly what 
information is sought, finding out 
what the buyer reads and wants 
to know, discovering the buyer’s 
job problem and whom he buys 
from, and constant study and re- 
vision of the interviewing 
technique. 


Should Study Competition 


It is suggested that letters be 
written “over a ‘blind’ letterhead” 
asking buyers to indicate their 
preference as among competitive 
products. Such surveys’ should 
not be based on customers or pros- 
pects of the interested manufac- 
turer, but only on “typical buyers 
in the market.” The section con- 
cludes with statistics on wartime 
population and production shifts 
of geographical and other types. 

The concluding section, on put- 
ting market determination to 
work, states briefly that although 
some of the foregoing recommen- 
dations may properly be viewed 
as the responsibility of sales de- 
partment, “the whole point here 
has been to establish that certain 
fundamental work must be done 
to determine the markets for the 
product, and the men who buy 


=. 


Pretty impressive 


N. W. AYER & SON, INC. Philadelphia * New York * Chicago * Detroit * San Francisco * Hollywood * Boston * Honolulu * London 


Up is the cost of living — 25.4% since 1939. Down is the cost 


of electricity — 3.29% in the same period. Pretty impressive. 
... The story of the electric industry is a story that deserves 
telling. The business management of the industry has a great 
record, still largely unknown to the public. ... We are telling 


it. by printed word and by radio, for our clients, 167 Electric 


Light and Power Companies. 


Advertising Age, February 


that product, before creative aq 
vertising is undertaken to s Dport 
the sales efforts.” Advertisi: 2 af 
ter all, is only a sales too! ang 
must always be planned a 


of a plan for reaching the aan 
the committee concludes. 

Additional copies of the b okjet 
for other than NIAA me nber, 
are available through NIAA ‘eaq_ 
quarters, 100 E. Ohio St., C icago 


11. 


WPB Turns Down 


Most Appeals in 
Light ‘Brown-Out' 


Washington, Jan. 31.—The ng. 
tionwide brown-out of seven types 
of ornamental lighting, inc iding 
advertising signs and _ outdoor 
boards, went into effect officially 
today, as the coal shortage ap. 
peared no closer to a solution, 

A glance at the stakes involved 
in the coal crisis was given in an 
advertisement of the Bituminous 
Coal Institute reporting that more 
coal had been mined in 1944 than 
any year in any country in his- 
tory. 

According to the industry’s re. 
port, bituminous coal provides 
two-thirds of America’s electrical 
energy for industrial and domes- 
tic power and light; power for 
94% of its locomotives, heating 
four out of seven homes, and 1,- 
743,000 tons a week to the steel 
industry. 

As the brown-out went into op- 
eration, few exceptions had been 
granted. The Pacific Northwest, 
equipped with huge hydro-electric 
plants had previously been ex- 
cused. Tuesday, WPB ruled that 
California, with the exception of 
San Diego and Catalina Island 
and most of Arizona, Nevada and 
southern Louisiana, should also be 
exempt. 

For the most part, applications 
from various individual power 
companies seeking exemption were 
turned down. Only those who 
could demonstrate that they could 
make no saving in fuel received 
consideration. San Diego and 
Catalina, for instance, come un- 
der the order because they use 
fuel oil to generate power. 


Mears Adds Account 
Mears Advertising, Inc., New 
York, has been appointed to han- 
dle advertising for Baxter, Kelly 
& Faust, New York, weaver of 
Cavalier velvets. Trade and con- 
sumer publications will be used. 


Burnham Names Croot 


Burnham Boiler Corporation 
New York, manufacturer of boil- 
ers and radiators, has placed its 
advertising with Samuel C. Croot 
Company, New York. 
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© at 6:15 AM 


Sears Roebuck and Company, world’s largest mail order house, 
wanted to reach the urban and outlying families in the great Chicago 
market. They wanted to enter the homes of the second richest buying 
center in the United States where 2,855,700 families spend over 
$3,500,000,000 annually. 

Sears Roebuck and Company, being astute advertisers, carefully 
surveyed the listening habits of the early rising radio audience before 
making their choice. The result—a long term contract favoring 


9 


WMAQ. Sears is sponsoring Everett Mitchell on “Town and Farm’, 


6:15 to 6:45 in the morning, six days a week. 
W MAQ—morning, noon and night—reaches the people who listen and 


buy. Information concerning time availabilities furnished upon request. 


The Chicago station most people listen to most 
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‘Truth’ Policy Gets 
Renewed Stress 
at PAA Conference 


Portland, Ore., Jan. 30.—Em- 
phasis was placed on the need for 
full observance of truth in adver- | 
tising at a panel discussion Friday 
of postwar challenges to the pro- 
fession, at the midwinter confer- 
ence here of directors of the | 
Pacific Advertising Association. | 
Twenty-seven member clubs in 11} 
states were represented. 

Charles Storke of the News-| 
Press, Santa Barbara, Cal., called 
for self-regulation within the pro- | 
fession to prevent extension of | 
government control over advertis- | 
ing. “PAA will relentlessly pur-| 
sue a policy of truth in advertis- | 
ing,” he said. R. H. Willison of | 


ject, pointed out that in the period) city, through the adclub in that|cers at the start of the year and 


of wartime restrictions people 
have demonstrated more interest | 
in value than in price of goods. | 
Irvin Borders of American Re- | 
search Service, Los Angeles, and 
Gilbert Stanton, Idaho Power Com- | 
pany, Boise, emphasized the part 
advertising can play in “telling the 
American people what free and} 
untrammeled American business | 
can do for them” and in clearing 
up confusion in economic think- | 
ing. 
Urge Contact Men 


“Advertising Jobs for GI Joes | 
and GI Janes” was discussed at} 
the Saturday morning breakfast 
meeting. Speakers urged that no 
time be lost in providing adequate 
machinery to care for returning | 
veterans formerly engaged in ad-| 


| small conference for directors and 


district, was recommended. 
George Weber, of Mac Wilkins, | 
Cole & Weber, Seattle, and PAA| 
president, pointed out that the | 
association and the advertising in- | 
dustry have increased in stature | 
in the eyes of the people as a 
result of vigorous prosecution of | 
the war effort through effective | 
use of talents and media. PAA 
has prepared 38 bulletins for 
members on war promotion cam- 
paigns in the past six months. 
The directors voted to hold a| 


representatives of clubs next sum- 
mer in lieu of the annual conven- 
tion. They agreed that PAA should 
continue market study activity, 
with distribution in the West as 
next topic for consideration. 
Directors also approved resolu- 


approving formulation of a general 
plan on financing proposed work 
of the expanded activities commit- 
tee. 

Joe Cornelius, of Spokane, PAA 
vice-president for District 1, re- 
signed and Harvey Brassard, also 
of Spokane, was named to suc- 
ceed him. 


Otis Appoints Basford 


G. M. Basford Company, New 
York, has been appointed adver- 
tising and marketing counsel for 
Otis Elevator Company, New York. 
January issues of business papers 
are carrying the first advertise- 
ment in a campaign offering co- 
operation in the preparation of 
surveys, plans and estimates for 
future deliveries of Otis products. 


Three New Booklets 


About Aviation Marketing 


Air transport has joined the rail, marine and motor 


transportation industries as one of our great public 


carriers. Read the story of your business opportunity 


in this swiftly expanding market. Coupon below. 


AIR TRANSPORT— strictly transportation 


How to unscramble the confused aviation advertising 


picture. A clear guide to the fundamental marketing 


requirements of 


coupon at right 


aviation 


For your copy, check the 


AVIATION — tox foundation market coverage 


Who are the 10,000 key men of aviation? What are their 
functions? Their buying influences? With pictures, 
names, titles and companies, this 24-page book identi- 
fies the men who shape the course of aviation. Use 


the coupon. 


AVIATION NEWS -— aviation's only weekly 


to interested 


sales and advertising 
executives 


Aeronautica] Diy 
330 West 42nd St 


ublishing ~O., Inc. 
Teet, New York 18, N. if 
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Advertising Age, Februar, 


| California Chain Store Association, | vertising. Appointment of a con-|tions for individual club action, , 
San Francisco, on the same sub-/|tact man in each large center or| proposing that all clubs elect offi- | 


RECAPITULATION — Yellow Cab Cy 
of Philadelphia used this ad to launch 
a newspaper series which tells the wa; 
time service record of the company 
Copy was prepared by E. L. Brown 
Advertising, Philadelphia. 


e ‘ 
Buyer's Guide Out 

Latin - American Buyer’s Guid 
Company, New York, has _ jy 
issued its latest Latin America 
Buyer’s Guide and Internationa 
Exporter. The Buyer’s Guide 
printed in Spanish, is distribute 
to importers and manufacturers j 
Latin America, and to exporters j 
the United States. Internationa 
Exporter, in English, goes to im 
porters and manufacturers in for 
eign countries other than Sout! 
America. 


Red Top Uses Magazines 

National magazines will form 
major part of the spring advertis 
ing schedule of Barbarossa bee 
and Red Top ale, products of Re 
Top Brewing Company, Cincinnati 
Newspapers, outdoor, radio 
point-of-sale material will also b¢ 
used. 


NBC Division to S. F. 
The NBC radio-recording di 
vision of National Broadcastin 
Company, has opened an office i 
Radio City, San Francisco, unde 


son Jr., formerly of the division’ HESA 
New York sales staff. 


To Albert Woodley Ini 


Industrial and travel advertisin 
of the Connecticut Developme! 
Commission, Hartford, has bee 
placed with Albert Woodley Com. !!. // 
pany, New York. 
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WHY? Because no other magazine prints 
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How to Cut Building Costs 


The National Housing Adminis- 
tration is out with a program for 
the building field, which it thinks 
must reduce the price of its fin- 
ished product substantially if it is 
to provide homes in both the num- 
ber and quality which will be de- 
manded after the war. The sug- 
gestions which NHA makes are 
interesting, but in a number of 
cases it makes flat recommenda- 
tions which, from where we sit, 
are not likely to be adopted for 


the simple reason that they are| 


impracticable. 
For example, in discussing 
building materials, NHA thinks | 


that the 14.8% of the price repre- | 


sented by the cost of distribution 
could be reduced by eliminating 
wholesalers and retailers and hav- 
ing contractors buy direct from 


almost exactly duplicate the exist- 
ing distribution machinery of the 
field, and hence costs would be 
almost the same as they are now. 
The supposed saving might be 
more than wiped out for the ob- 
vious reason that the same func- 
tions now performed economically 
because wholesaler and retailer 
are serving many sources of sup- 
ply would have to be assumed by 
each individual manufacturer. If 
grouped we would have exactly 
the same setup as is now in opera- 
tion, 

This is typical of many sugges- 
tions which 
Washington and elsewhere, in- 
i\tended to indicate short cuts in 
| distribution and to eliminate some 
'factor now assumed to be absorb- 
ing an excessive part of the cost 


are coming out of| 


| 


RESEARCH 
LABORATORY 


- 
= 


—Merck Review 


"We've made remarkable progress since you left, Gridley—we discovered how 
to make horse-radish out of soybeans; spinach out of horse-radish, and 
soybeans out of spinach." 


Client Meetings 

The idea of welding agency and 
clients into a closer-knit family, 
through the medium of occasional 
group meetings, seems to be 
spreading. Botsford, Constantine 
& Gardner, with offices in Los An- 
geles, San Francisco, Portland and 
Seattle, has an informal “client 
council,” whose operation regu- 
larly brings top executives of all 


the manufacturers. That method /of getting products from the fac-/four offices together with clients 


is no doubt being used already in 
the case of large operations where 
purchases for specific building jobs 
are made in carload lots, but how 
could that be done for hundreds 
of thousands of individual home 
building projects where the con- 
tractor must assemble his mate- 
rials in relatively small lots from 
a great many different manufac- 
turers? 

The manufacturer, to supply the 
contractor in such cases, would 
have to set up a system of ware- 
houses and yards which would 


|tory to the point of use. 
|fuzzy thinking of this character 


| which tends to invalidate whole 
programs, even though in this case 
ithe NHA includes many worth 
while ideas in its recommenda- 
tions to the building industry. One 
of them which is least likely to 

adopted in these times is 


| 


be 
changes in building codes which 
would eliminate unnecessary labor 
and make it possible for builders 
to employ improved methods and 
|materials in home construction 
| without artificial restrictions. 


Why Talk Over Their Heads? 


Some commendable efforts are 
being made by 
groups, publishers and others to 
explain the economics of Ameri- 
can business to the public so as to 
get general support for the main- 
tenance of our way of doing things. 
With government constantly striv- 


ing to take over a greater share of | 


initiation 
activity, 
and 


responsibility for the 


and control of business 


public education on this re- 


lated subjects is badly needed. 
We have been hearing consid- 
erable criticism of some of these 


campaigns from advertising men 
who agree heartily with 
tives, but 


unlikely to 


the objec- 
feel that the 


be 


COpy is 


effective with the 


mass of the people for whom it is 
intended because of the heavy and 
writ- 
ten. Some of it sounds like a dis- 
cussion at a meeting of economists 
than straight-from-the- 
shoulder talk to the fellow 
may be operating a machine in a 
manufacturing plant. 

As one advertising man whose 


labored style in which it is 


rather 


who 


manufacturing | 


|company is contributing to at least 


one of these campaigns put it, 
“Our boys here in the factory 
simply wouldn’t read advertise- 


ments of this kind. They are over 


their heads. They use big words 
and involved sentences which 
would be all right in a business 


magazine, but entirely out of place 
personal conversation with 
these lads. They intelligent 
and possess a lot of common sense, 
and they would resent the idea 
that business management is try- 
ing to talk to them in stilted and 
technical language.” 

This may be a valid criticism. 
If so, it might be a idea, 


in a 
are 


good 
before running an ad of this char- 
acter, to read it aloud to the near- 
station operator, farmer 
available. 


; } 
, ? ty) | Y 
est filling 


factory hand who is 


If he understood and reacted to 
it favorably, it could be rated 
okay, and if not it could be 


assumed that as in so many other 


cases where business has tried to 
do a good public relations job, it 


is just talking to itself. 


| 


| 


It is|in one or the other of the cities in 


which the agency operates. 

At a recent session of the “client 
council” in Los Angeles, three 
days were given over to discus- 
sions of mutual problems, to an- 
alyses of general situations, etc., 
and on the final day key media 


men were invited to give both the | 
| by 


agency’s executives and its clients 
the benefit of their thinking and 
knowledge on current and postwar 
marketing outlooks, as well as on 
significant developments in their 
own fields. 

It seems to us that the practice 
of getting clients together for dis- 
cussions of this character, in which 
basic information of interest to all 
can be presented, is a good one, 
and might very well be extended. 


Money to Invest 

A recently released Navy lieu- 
tenant advises us that he has up 
to $20,000 to invest in a profitable 
business with a good postwar fu- 
ture, where the death of a partner, 
the drafting of a part-owner, or 
some other reason may allow him 
to take an active part. He is 35, 
with merchandising, advertising, 
sales, sales promotion, 
turing and contracting experience, 
If you are interested, and such a 


suggestion does not violate SEC 
regulations, write or call Alan 
|Fisk, 110 E. 42nd St., New York 
17; LEX 2-6176. 
Cuban Techniques 

The Association of Cuban Ad- 


| Adolph 


vertisers has organized a Commit- 
tee on Advertising Techniques, 
under the chairmanship of Jose H. 
Kates, managing director of 
Kates & Son, Havana, 
which has launched a program of 
forum and panel discussions, lec- 
tures on advertising, publication 
of advertising research studies, 
and advertising seminars leading 


| 
| 
| 


manufac- | 


|spite difficulties and for “giving 
freely’ of their space, time and | 
talents to the war effort in the 


to the establishment of a school 
of advertising at the University of 
Havana. 

A series of lectures is being con- 
ducted in the amphitheater of the 
university and is attracting wide 
interest. They are reported in the 
daily press, and Informacion, Ha- 
vana newspaper, has 
regular advertising column, 
while a business paper devoted to 
accounting, finance and general 
business administration has asked 
the committee to take charge of a 
regular section devoted to adver- 
tising problems. 


Jottings 
Remember Alcoa’s famed “im- 
agineering” promotion? The word 


has been shortened and sweetened 
Victory Plastics Company, 
Hudson, Mass., which this month 
devotes a page in Fortune to “in- 
geneering,’ defined as “putting 
ingenuity into engineering.” ‘ 
Huntington Memorial Library of 
San Marino has begun microfilm- 
ing files of the Santa Cruz Senti- 
nel-News, published for 90 years, 
the past 60 as a daily: It will take 


j}about 175,000 shots to bring the 


library record up to date, and 
thereafter about 3,000 films a 
year. . 


And all of you have no doubt 
seen the year-end Erwin, Wasey 
advertisement which ran widely, 
headed, “An advertising agency 
proposes a word of thanks to 
America’s __ patriotic 
media and services.” It did a neat 
job of patting all of the media 
and advertising services on the 
head for carrying on se well de- 


year of 1944.” 


started a| 


vertising 


age, February 5. 19% 


The following document 
be secured without chargs from 


May 


companies sponsoring then, 
through ADVERTISING AGE, by any 
national advertiser or adve'tising 
agency executive writing on }j. 
business letterhead. 


No. 2468. A Study of Postwar 
Farm and Farm Home Needs 
in Ohio. 

Gross cash income from the sak 
of Ohio farm products has more 
than doubled since 1938, this book. 
let, issued by the Ohio Furmer 
says. Reporting on a survey made 
among the publication’s subscrip- 
ers, the booklet shows percentages 
of farm families needing a list of 
itemized products, parts, appli- 
ances and repairs for the farm and 
farm home after the war. 


No. 2469. Vitamin Questionnaire. 

Hospital Management, in this 
booklet, reports on the answers t 
a questionnaire which was sent to 
520 hospitals of 200 beds or over. 
and was distributed geographically 
to represent all sections of the 
country. The report shows that 
81.7% of the physicians practicing 
in these hospitals prescribe vita- 
min products, and it lists types 
most frequently used, and answers 
questions on pharmacy stocks 
sources of supply, method of ad- 
ministration, etc. 


No. 2470. Refrigerating Engineer- 
ing as an Advertising Medium. 
The American Society of Re- 
frigerating Engineers has _ issued 
this folder, which outlines the 
market covered by Refrigerating 
| Engineering, including information 
about materials used in the refrig- 
eration and air conditioning indus- 
try. The folder describes the pub- 
lication’s editorial policy, along 
with facts about its advertising 
record, rates and mechanical re- 
quirements. 


No. 2451. Market Maps of Akror 
The Akron Beacon Journal has 


advertising | 


|issued this folder, which contains 
|a complete map of the Akron area, 
showing number of families 
districts, the main city business 
district and neighborhood business 
districts; a map of the trading 
area; rental map, and a list of 
Summit County manufacturers 
and products made in the Akro! 
area. 


No. 2413. 
vey. 
The Pittsburgh Press, in cooper- 
tion with Duquesne Light Com- 
pany, reports, in this brochure, the 
answers, opinions and preferences 
of Pittsburgh housewives about 


Home Appliance Sur- 


potion appliances. The material 
|covers radio sets — ownership 
brands, condition, preferred mode? 
|and so on, and similar tabulations 
of answers for major and «mall 


electrical appliances. 


| No. 2417. Tri-Cities. 

This new folder tells a popu 
tion story of the Tri-Cities aré 
and pictures the postwar n 
facturing outlook, as set fo 0 
|the Moline Dispatch and oc* 
| Island Argus. 


Calvert Distillers is gaining ad- | 


ditional acceptance for its “men of 
distinction” campaign with a little 
booklet reproducing color portraits 
of nine of the men used. If the 
recipient can rank the nine in 
order of “distinction” in exactly 
the way a jury of magazine men 
ranked them, he gets, believe it or 


lnot, a case of Lord Calvert... 


And McCann-Erickson is proud 
of the fact that a Nebraska pastor 
built his New Year sermon around 
a phrase in the Pillsbury 


| 75th anniversary series of ads... 


Mills 


| No. 2454. The Spokane Mar et 
This profusely - illustrated Me" 
ket study, issued by the S 
|man- Review and Spokane 
| Chronicle, contains a wealth 
|formation about the Spokan 


| : ; e 
—its wartime developments, +5 


|cultural and livestock outlo 
|sources of income, with da 2 | 
population, housing, retail sa 


| and wholesale distribution. ther 
sections of the book descri 
newspapers’ editorial setup, "~ 
lation and advertising recor‘ 
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liberty Mutual 


Sells Insurance 
at Street Level 


npstead, N. Y., Feb. 1.—Lib- 
Mutual Insurance Company, 
ton, convinced that insurance 
| be made as accessible “as 
roceries, hats or shoes,” has 


opened a ground-floor store in the 


,rnold Constable building here. 
“The plan to apply modern mer- 
handising methods to insurance 
was developed by Bennett Moore, 
vice- president and director of 
public relations, who conceived 
Liberty Mutual’s “Seventh Col- 
umn” advertising campaign, 
handled by Batten, Barton, Dur- 
stine & Osborn. 

Operations within the store can 
be seen from the street, through 
windows and the inch-thick plate 
glass door. Photomurals line the 
walls. In the rear, where there are 
facilities for projecting motion pic- 
tures on safety, other murals are 
hung. The public is invited to 
come in and browse, without hear- 
ng an insurance sales talk. , 

To stimulate interest in safety, 
Liberty Mutual is planning to hold 


contest, with war bonds as 
prizes, and to make a traffic haz- 
ard survey. 


“Frankly, we hope to sell more 
insurance,” Mr. Moore explained. 
“But we also hope to make Hemp- 
stead and vicinity a better place 
n which to live and work and 
play.” 


Nyal Products 
Get Sales Boost 
in New Packages 


Detroit, Feb. 1.—By putting 
through a re-packaging program 
which eventually will be extended 
to its entire line of more than 300 
pharmaceuticals, Nyal Company 
has achieved a substantial increase 
n sales, reports E. P. Matthiessen, 
president. 

Most phenomenal, he said, has 
been the experience with Nyal eye 
irops which, in a new glamorized 
‘ontainer under the new name of 
Nyal Eyemaster, is outselling its 
predecessor three to one. While 
testing results of re-packaging on 
this product, both the original 
range and black cardboard box 
ind the new transparent acetate 
through which the bottle is visible 
vere marketed simultaneously. 

Most of the new packages for 
the health line feature a_ basic 
white background over’ which 
lifferent color combinations are 
applied. Thus a family resem- 
lance is retained while at the 
same time each product series is 
given its own individuality. All 
bear the Nyal trademark as part 
f the label pattern. 

_Mr. Matthiessen aims to carry 
idea to the pharmaceutical 
ling 


Name Ingalls-Miniter 


_Boston Record- American and 
Suiday Advertiser have appointed 
Ingalls-Miniter Company, Boston, 
0 direct advertising. Leslie F. 
Kean, formerly advertising di- 
rector of Leopold Morse Company 

affiliated stores, has joined the 
gency as copy chief. 


Premium Club to Meet 


Premium Industry Club of Chi- 

will meet Thursday, Feb. 8, 

i roundtable discussion in the 

Me chants and Manufacturers 
of the Merchandise Mart. 


The source of daily 
business news... 
the preference of 
management men 
in the greatest 
industrial area... 
the central west. 


_ Chicago 
Sournal of 
Commerce 


ABC Elects Agencies, 
Media and Advertisers 


has elected the following to mem- 
bership: Advertisers: 
Life Insurance Officers Associa- 
tion, Toronto, and Fox Inter- 
Mountain Amusement Corporation, 
Denver. Agencies: St. Georges & 
Keyes, Inc., New York, and J. 
Walter Thompson Company, De- 
troit. 

Others include: 


ocrat - Times, Greenville, 


Canadian |@nd business papers, 


| 
| 


| 


| 


Journal, San Diego, Cal., and Star, 


Shelby, N. C.; 
Leaf Comic 


magazines—Maple 
Group, Vancouver, 


Audit Bureau of Circulations|B. C., Science & es | 
xrOup | 


Fiction 
Drug Trade 


cago, and Speed 


News, New York. 


Powell to Fiberglas 


L. C. Powell, formerly account 
executive in the Toronto office of 
Cockfield, Brown & Co., has joined 


Newspapers— | Fiberglas Canada Ltd., Toronto, to 
Tribuze, Gallipolis, O.; Delta Dem-| direct sales promotion and adver- 
Miss.; | tising activities. 


|Furniture Groups Form 
|Research Committee 


The Furniture Research Advis- 
ory Committee has been organ- 
ized with offices at 50 Rockefeller 
Plaza, New York, by members of 
the National Association of Furni- 
ture Manufacturers, Southern Fur- 
niture Manufacturers Association 
and the National Retail Furniture 
Association. 

The committee will supervise 
furniture industry studies spon- 
sored by Conde Nast Publications 
as a project of House & Garden’s 


13 


division of national research. Na- 
tionwide surveys of industry and 


|consumer attitudes will be under- 
| taken later by established research 


organizations, 


Le Fevre Appointed 


Charles H. Le Fevre, advertising 
and sales promotion manager of 
the Sealed Power Corporation, 
Muskegon, Mich., has been ap- 
pointed chairman of the committee 
on advertising distribution prac- 
tices of the Automotive Adver- 
tisers Council. 


if 


fk gt RD 
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keeping them rolling. 


close at hand... and at work! 


You have many things to say to management-men 


Heres the C&O, the Pennsy, the N. Y. Central, the Western Maryland, 
the Lehigh, the Southern, the Burlington, the A. C. L., the Erie, the 
Great Northern, the Canadian National, the New Haven. And in the 
executive switch towers of these 12 roads, among the boxcars’ bosses, 
are 185 Business Week subscribers . . . 33 chief officers, 152 other 
operating officials... and about three times that many others who 


share their copies... reading, evaluating, starting wheels in motion, 


Wherever you find men with authority, you'll find Business Week 


and one best place to say them 
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tm the light 


of the Sun! —: 7 or 


THE CHICAGO SUN today is a solidly established Chicago insti- 
tution ...as much so as the Chicago River, Michigan Boulevard 
or the Stockyards. 


Now the eighth largest morning newspaper in the United States, 
THE SUN already covers the Chicago market better than any 
standard-size New York daily paper covers the New York market.* 


The loyalty and responsiveness of Sun readers insure Sun 
advertisers that THE SUN, used alone or in any newspaper com- 
bination, will do a productive job... for a relatively small investment. 


*Sources: U.S. Census and Publishers’ Statements 10 A.B.C. for 6 months ending 9/30/44 


THE CHICAGO SUN 


400 W. Madison St., Chicago @ 
National Representatives: THE BRANHAM COMPANY 


1 spice 


Memphis, St. Louis, San Francisco 


LOOK AT CHICAGO ' | / hay 


-_ 


250 Park Ave., New York 


CHICAGO: 360 N., Michigan Ave. - NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, 


| 


| 


Senate Group 
Asks Break for 
Small Business 


Washington, Jan. 31.—The Sen- 
ate small business committee cele- 
brated extension of its life into the 
new Congress today with a report 
promising that it would work for 
a means of getting new production 
and distribution techniques to the 
small business man. 

Reviewing the history of the 
Smaller War Plants Corporation in 
helping small plants obtain tech- 
nical assistance for war produc- 
tion, the report declared that a 
“government agency might prop- 
erly be authorized to make latest 
production and distribution tech- 
niques available on reasonable 
terms.” 

“Scientific research, 
logical advances, 
agement, advertising and 
chandising techniques are 
becoming 
bigness,” 


mer- 
rapidly 
a virtual monopoly 
the committee said. “Ac- 
cording to a National Research 
Council study in 1935, 13 large} 
corporations employed 


techno- | 
the latest man-'| 


of | 


one-third | against 


of all industrial research person- 
nel.” 

Only 1,722 concerns out of more 
than 150,000 manufacturing, pro- 
cessing and mining enterprises re- 


| ported any organized research fa- 


cilities whatever. 
Have ‘Know-How’ Now 


During the war contact with 
government engineers and other 
experts has given small business 
production “know how,” the com- 
mittee asserted. After this experi- 
ence, it will not want to return to 
the old way. 

Thousands of government- 
owned patents, including the 45,- 
000 patents seized from enemy 
aliens, should be open to small 
business on non-exclusive license, 
the committee suggested. Research 
laboratories, 
owned and those in the hands of | 
educational institutions, should be | 


both governmentally | 
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are the “direct concern of al! f, 
ward-looking small business 

“Too long has our trade 
the exclusive preserve of the ¢ay. 
tel, which is just another nam, 
for international monopoly,” 4 
committee | said. “The = effectiy, 
participation of small business j;, 
world trade in the future ea, 
break the back of this carte! 
trol and free international 
kets from disruptive consequ: 
of its manipulations. 


FORM GROUP TO AID 
SMALL BUSINESS 

New York, Feb. 1.—Formatio, 
of an advisory group to suppl 
free counsel on the _ proble 
which confront small business wa; 
announced this week by Frank W 
Lovejoy, sales executive of th 
|Socony Vacuum Oil Company, at 
a “Wake Up American Business’ 


available to small firms “on a fair | panel meeting of the Conferenc 
made 1 (on War Production and Futur 
The committee in discussing the | Planning Sponsored by the Engi- 
role of small business in interna- jneering Societies Committe: rs 
| War Production and the Commit- 

tional trade, said agreements tO | tee for Economic Development 
stabilize national currencies, me 


broaden the base of participation | 
in world trade, secure nations 
violence and aggression | 
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WESTINGHOUSE RADIO STATIONS Inc 


KDKA 


KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


The council will be composed of 
| successful business men, bankers 
| industrialists, research expert: 
| marketers, and will sit by pnoin nt- 
/ment with any business men de- 
siring help in the solution of busi- 
ness problems. Business men maj 
apply for this service to David 
Allen Coulter of the Fred Eldean 
Organization, 670 Fifth Ave. 
Problems on which the counci! 


will offer help include method: 
of determining consumer prefer- 
ences, how to finance a_ busines 


properly, how the most profitab) 
markets are determined, relativ 
merits of distribution, how t 
merchandise a product, and im- 
portance of package design. 

Another panel speaker, T. G 
MacGowan, manager of marketing 
research for Firestone Tire & Rub- 
ber Company, in discussing “Mar- 
kets of Tomorrow” declared that 
“to maintain employment at 194( 
level, we shall have to increas 
production and sales by about 46° 
over that year. But greater pro- 
ductivity alone presents its ow 
special brand of danger as well, 
he added. “It can lead to 
unemployment unless we cal 
stimulate consumption sufficient) 
to take off the market the good 
and services produced.” 


grant 
grea 


Kelley-Koett Appoints 


Kelley-Koett Mfg. Compan) 
Covington, Ky., X-ray equipment 
manufacturer, has formed an ex- 
port subsidiary, Kelley-Koett In- 
ternational Corporation, New York 
and has appointed Irwin Vladimi: 
& Co., New York to handle export 
advertising. Russell S. Stamm, a 
vice-president of the new subsid- 
iary, will plan sales and service 
activities. 


WHA‘T to do WITH 


Yes—-We Have Industries 
Look outward from busy Greens 
bore N. C., with its record < 
ABC City Zone, Retail Zor 
making it the easy No. 2 Mark 
of two States . and you should 
vision this area, as covered ? 
the News and Record, in ter 
of a two-State market ( 
5% of the potential sales a 
contained in this compact, rea 
able market a market of ind 
trial and farming high - pow 
buying st neth f the News 
Record coverag employed / 
s an economical way to. sk ) 
the cream off two bottles 5 
Industrially, the market has 4 
most everything with recor ( 
sion aleeads anticipated ul ’] 
ypes of products all urgent ) 
ded ) 
JANN & KELLEY, INC. / 
) 
National Representatives r 
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| Whats the quickest way 
d the war ? 


Here’s a formula for speeding up victory: 


Quit all wishful thinking for the duration. 


Realize this is likely to be a long war. 


No matter how the tide of battle swings, figure 


that Germany will be tough to lick until she is 
licked. 


Consider that, by itself, the war with Japan 
is the largest and toughest war the world has 


ever known. 


Remember the old maxim: ‘Wars are won 
on the battlefield, but they are lost on the home 
front.” 


Don’t get tired of the war. But worry plenty 
about other people getting tired of it. 


Then remember that, to hola people stead- 
fast, to build resolution, one of the great forces 


in America is advertising. 


Decide that, come hell or high water, you are 
going to devote part of your advertising to the 
war effort until those lads in the front lines say 


the war is over. 


In summation, the quickest way to end the 
war is to stay with it, and in it, to our utmost 
capacity right up to the very minute the Axis 
powers surrender ...and on our terms. 


Young & Rubicam, Inc., Advertising, New York, 
Chicago, Detroit, San Francisco, Hollywood, 


Montreal, Toronto, London. 
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“TAKE YOUR CHOICE! 


me ete 


"What Kind lof Catalog Cover Do YOU Like? 


7 We'll send samples —Tell us how many covers yeulineed_ 


BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


A Salles Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX 
ee Leather, and Paper Cover Stocks for Looseleaf Plastic and Wire Bindings 
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Macy Customers 
Get Ration Cards 
to Buy Cigarets 


New York, Feb. 1.—First de- 
partment store in this city to in- 
stitute its own cigaret rationing 
plan is R. H. Macy & Co., which 
today began to sell cigarets only 
to holders of its cigaret purchase 
cards. 

For the past week, Macy has 
been mailing the cards to regular 
customers, the ration list having 
been prepared from those holding 
D. A.’s (depositor accounts), time 
account customers who buy on 
credit, and known regulars of the 
tobacco department. Under the 
plan, Macy feels that the available 


quantity of cigarets “will be dis- 
tributed with greater equity and 
with less customer discomfort,” 


even though ‘“‘the supply of cigar- 
ets will still be insufficient.” 

With his card, each customer 
will be entitled to purchase 24 
rations per year, although this 
amount may vary later according 
to the number of cards outstand- 


ing and the supply available. Ra- 
tion periods are staggered as to 
dates, one group buying, for ex- 
ample, between Feb. 1 and 15, and 
again between Feb. 16 and 28, 
while another group buys between 
Feb. 2 and 16, and Feb. 17 and 
March 1, etc. 

Drug Store Uses Punch-Cards 

Last week New York news- 
papers carried an account of a plan 
by the Temple Pharmacy, 4139 
Broadway, to ration cigarets by 
the punch-card method, which 
proved “very successful” after a 
week’s trial. Serving about 150 
customers, the proprietor gave 
each one a personal card with days 
of the month marked around the 
border. Each buyer gets a pack 
of cigarets every other day. The 
cards also bear the words: “This 
card is not transferable. It must 
be presented at time of purchase. 
No excuses accepted.” 


CIGARET CO.’S 
PROFITS DIP 

New York, Jan. 30.—Net profits 
of Liggett & Myers Tobacco Com- 
pany and R. J. Reynolds Tobacco 
Company declined in 1944 as com- 
pared to 1943, but both cigaret 


ei 


HOME TOWN BOY 


A 


And how long is six years going on seven? Long 
enough to prove to another hometown Baltimore 
success, Arundel Ice Cream,* that Baltimore’s own big 
hometown station WFBR is the one to get results. 


For five years on WFBR, Arundel, Baltimore’s top- 
notch ice cream and baking chain used programs 
built by WFBR. They’ve profited by the hometown 
touch only WFBR knows how to give, and the home- 


= 


- or how to win the 
Baltimore market ! 


town audience WFBR has built. (Arundel has the 
fifteen minutes preceding our ‘‘Quiz of Two Cities’). 


Remember the above facts when people start 
talking about RESULTS in Baltimore! Yes, if you 


want to know what to buy in Baltimore. . 


. buy what 


the successful hometown boys have a/ways bought 


*Agency: Applestein-Wagner Advertising Agency 


MEMBER — MUTUAL BROADCASTING SYSTEM @ NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. 


ee Ae 


| with 


Advertising Age, February 5, 194; 


‘TRIPLE MIRACLE'—Penn Tobacco Co, 
Wilkes-Barre, Pa., is using copy like this 
to introduce the new Longfellow Kings 
via newspapers in several major mar. 


kets. H. M. Kiesewetter Advertising 
Agency handles the account. 


————— 


companies reported an increase jn 
net sales last year as compared 
to 1943. 

L&M’s net profits last year were 
$14,793,459, equal to $4.25 a share 
declined from the 1943 net of $15.- 
656,410 or $4.52 per share. Sales. 
however, totaled $374,032,971 in 
1944 compared to $347,258,296 the 
preceding year. 

Reynolds reported net earnings 
of $17,187,757 equal to $1.71 pe, 
share in 1944, compared with 1943 
earnings of $18,562,741 or $1.85 a 
share. Unit sales of Camel cigarets 
were the largest in the company’s 
history last year.. Because a much 
larger proportion of the volum 
went to our armed forces overseas 
where the federal tax of $3.50 pe 
thousand does not apply, total 
sales expressed in dollars were 
not as large as in 1943, totaling 
$387,997,688 this year, compared 
$414,263,939. 


Research Group 
Offers New Products 


Associated Engineering & Re- 
search Companies, a group of in- 
ventors, engineers, research men 
and market analysts, has been or- 
ganized with offices at 150 Broad- 
way, New York. The company 
offers new products to manufac- 
turers in the electro-mechanical 
field, either in the blueprint stage 
or already developed. Working 
models, engineering drawings and 
market surveys covering the prod- 
ucts are also offered. 

Walter Drey, formerly advertis- 
ing director of Scientific America 


and Forbes Magazine, has joined 
the organization as associate di- 
rector in charge of public rela- 
tions, promotion and service. 


Form Export Office 


Gardner - Denver Company, 
Quincy, Ill., manufacturer of air 
compressors, rock’ drills, and 


pumps and drilling engines for oil 
fields, has organized a New York 
export department with offices 
the Woolworth building, under the 
direction of G. V. Leece, vice- 
president. 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work tRat we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing...all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATIO" 


400 N. Rush St., Chicago 11 
Phone WHitehall 2300 
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Won DERFUL whether you’re a baby—or a man—or a woman—or a dog—yes, 
or an ADVERTISEMENT! And that’s why so many business executives rank 


the home-going Chicago Daily News as Chicago’s BASIC advertising medium. 


That’s why the Daily News has carried, for 44 consecutive years, more Total Dis- 


play linage than any other Chicago newspaper—morning, evening or Sunday.* 


Advertisers sensibly reason that to reach the entire family with one news- 


paper—a HOME newspaper—is more productive per dollar invested. Repeated 


experience has confirmed the soundness of this reasoning. And proved, over 


and over again, that the 


Daily News is 


CHICAGO’S BASIC ADVERTISING MEDIUM 


a BASIC BAS = «< 


*For fair comparison 
liquor linage omitted 
since the Chic yi 
Dai $3 News do 

] = ng fo 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 


AILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
ETROIT OFFICE: 7-218 General Motors Building 


ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


NEW YORK OFFICE: 9 Rockefeller Piaza 
SAN FRANCISCO OFFICE: Hobart Building 
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NOTE: This advertisement appears 
in leading food trade papers. It is 
typical of 17 special campaigns, 
each directed to a major industrial 
classification, and each specifically 
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designed to illustrate the Post's effec- 
tiveness in that industry. 
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Wholesalers’ Map 


Reveals Huge U.S. 
Drug Trade Flow 


New York, Feb. 2.— National 
Wholesale Druggists’ Association 
held a preview today of its dis- 
tribution map, revised in Decem- 
ber, 1944, showing how trade flows 
through 36 self-contained areas to 
the nation’s 50,000 retail drug 
stores, which last year had an 
estimated combined volume of 
$2,700,000,000. 

Accompanying the map is a 
handbook on “The 36 Primary 
Areas of Wholesaler Influence in 
the Drug Field.” Also shown on 
the map are 84 secondary areas of 
wholesaler influence. 

“Manufacturers supplied data 
on the flow of their transfer or 


turnover orders through service 
wholesale druggists,’ the hand- 
book explains. “A large enough 
volume sample was obtained 
accurately to determine the per- 
|centage of sales of each service 
| wholesale druggist in each county. 
It was also possible to determine 
for each county the percentage of 
retailers’ purchases which went to 
each different wholesale druggist.” 


Counties Listed By Areas 


Counties were then grouped into 
areas. “Marketing experts con- 
sulted held that for sales-control 
purposes areas should be at least 
90% self-contained. This. . 
means that for any area neither 
the outflow of merchandise from 
wholesalers located within the 
area to other areas, nor the inflow 
of merchandise from wholesalers 
outside the area, exceeds 10%.” 


The  association’s distribution 


map published in 1936 showed 84 
wholesale drug trading areas. 
“These areas did not meet the 
90% minimum standard of self- 
containment, but have neverthe- 
less, with some slight changes, 
been continued on the revised map 
as breakdowns of the new 36 
areas.” 

The handbook presents for each 
county in each primary area data 
on “OPA civil population,” in 
thousands and in per cent of U. S. 
figures as of Dec. 1, 1943; on drug 
store sales, number of drug stores, 
and per capita drug sales index. 


‘|Kimball Names Becker 


Fred Becker, former Pacific 
coast manager of the Blue Net- 
work’s spot sales division, has 
been appointed radio director of 
the Los Angeles office of Abbott 
Kimball Company. 


Copy Advisory Elects 


The magazine division of the 
Copy Advisory Committee has 
elected the following officers: 
Frank Braucher, chairman; Isa- 
bella Van Meter, Time, Inc., vice- 
chairman, and W. C. W. Durand, 
Macfadden Publications, executive 
secretary. The executive commit- 
tee is composed of Oliver E. Ever- 
ett, McCall Corporation; Mr. Du- 
rand, C. W. Fuller, Street & Smith 
Publications, and F. J. Maxted, 
Crowell - Collier Publishing Com- 
pany. 


Terry to Bigelow 

Col. Harry Terry, former vice- 
president of Cramer-Krasselt 
Company, Milwaukee, has joined 
the New York office of the Burton 
Bigelow Organization as an ex- 
ecutive. 


**Sometimes I wish she’d listen 


to something besides WJAR.”’ 


**Sometimes I wish she'd listen 


to something besides WLBZ.”’ 


**Sometimes I wish she'd listen 
. . y . . 
to something besides WTIC.”’ 


NERN STATIONS 


Frequency Watts 


WBZ 1030 
WCSH 970 
WJAR 920 
WLBZ 620 
WTIC 1080 
WFEA 1370 
WRDO 1400 


Nationally represented by 
WEED & COMPANY 


New York, Boston, Chicago, Detroit, 
Hollywood 


San Francisco, 


NE W ENGLAND REGIONAL NETWORK 


ee 
a” 


ie 


Boston, Mass. 
Portland, Maine 
Providence, R. I. 
Bangor, Maine 
Hartford, Conn. 
Manchester, N. H. 
Augusta, Maine 


**Sometimes I wish she'd listen 
to something besides WCSH.”’ 


**Sometimes I wish she’d listen 


to something besides WBZ.”’ 


HARTFORD, CONNECTICUT 


People pay attention to NERN stations, 
because every NERN station is an NBC 
affiliate, carrying the nation’s top- 
rated shows plus keenly developed local 
programs. The number of people pay- 
ing attention to NERN totals 8,298,472 
because the primary coverage of NERN 
reaches 96.5% of New England’s fami- 


**Sometimes I wish she'd listen 
to something besides WFEA,”’ 


“Sometimes I wish she'd listen to something besides NERN.”’ 


lies. And New England is that compact 
area (2% of U.S. total area) which has 
11% of the nation’s industrial workers. 
NERN influences them without line 
charges, with free studio facilities in 
Boston, Hartford and New York, for only 
$312 per daytime quarter-hour. When 
you buy NERN, you buy a network. 


**Sometimes L wish she'd listen 


to somethirg*besides WRDO,” 


Advertising Age, February 


Hughes Joins Cairns 


Nancy Hughes, with N. YW 
& Son for the past four yea 
joined John A. Cairns & Co Ne 
York, to organize a public rej,. 
tions department. ‘ 


Sun Flame Appoints 


Sun Flame Appliance: [jg 
Ridgefield, N. J., exporter of elas.’ 
ware, kitchenware, cookin ap. 
pliances, lanterns and gas n 
has appointed Kendall & De Fijjp. 
pes, New York, to direct m irket. 
ing and advertising abroad. 


WMLT, KORN to MBS 


WMLT, Dublin, Ga., whi 
started operations Jan. 1 61 259 
watts, 1340 kc, and KORN.) fre. 
mont, Neb., operating on 250 watts 
1400 ke., have joined Mutua) 
Broadcasting System, bringing the 
network’s total outlets to 248 


Names Anfenger 


Fixaco Company, St. Loui 
maker of Fixaco throat losenges 
has placed its advertising account 
with Anfenger Advertising 
Agency, St. Louis. 


Ist in a Series of 


“Food fer Thought” 


*‘We have been ad- 
vertising in The 
Albany Times- 
Union since 1918.” 


Schaffer 


Henry 
Pres., Schaffer Stores Co.., Inc 


Operating 
24 20 
SUPER SERVICE 
MARKETS STORES 


33 years ago Hen 
Schaffer opened his first 
grocery store in Schene 
tady, N. Y. Keeping pa 
with the fast-moving anc 
changing food" pictur 
his organization has ne 
grown to include 24 u 
to-date super markets and 
20 service stores. Ops 
ating in the Mohawk a: 
Hudson Valleys the 
ganization features th: 
own and controlled V 


Curler brands. 


- 
FIRST 


In General Advertisinc 
In. Retail Advertising 

In Classified Advertisin 
In TOTAL Advertising 


Wbany 

DAILY and SUNDA 
A HEARST NEWSPA ER 
Represented National >y 


HEARST 
ADVERTISING SERVICE 


SOLELY IL 
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The Hearst Papers stand for 


Americanism and Genuine Democracy 


Some un-American disturbers and malcontents, 
advocates of Communism or Fascism or some 
other form of foreign despotism, are agitating 
for the boycott of the Hearst papers, because of 
our militant Americanism. 


We thank them for the compliment to the patriotism of 
our pubtications, and want to aid them in their dull-minded 
endeavor to publicize our American principles. 


We state here, with all the force and frankness possible, 
our unalterable policies, so that those who desire to agitate 
against our principles and our publications may have ample 
material for their crusade. 


The Hearst papers are American papers published 
for the American people. 


They support the American system of government, 
the American Constitution, American institutions and 
American ideals. 


They labor to maintain the American standard of living. 


They are opposed to the various forms of tyranny which 
our American forefathers came to this country to avoid. 


They are in favor of American independence, American 
rights and liberties, free speech, free assembly, freedom of 
thought and action, and freedom of the press. 


They are advocates of rugged individualism, and of the 
industrial independence and enterprise which have made our 
country the richest and greatest in the world. 


They are opposed to paternalism in government. 


They believe with Thomas Jefferson that the least 
governed country is the best governed country, par- 
ticularly in view of recent political experiments, which 
have done nothing but prove that the most governed 
country is the worst governed country. 


They are opposed to Communism, Fascism or any form 


of despotism. 


They are opposed to intolerance, as well as to fanaticism. 


This Editorial was written by 


They are opposed to race prejudice and to class conflict. 


They believe in opportunity for all and equality before 
the law. 


They believe in the capitalistic system, so-called, which 
is the only practical economic system of proven worth and 
with adequate reward for merit. 


They believe in compensation in proportion to serv- 
ice rendered, and in no limit to the extent of the com- 
pensation if the extent of the service is equally great. 


They believe in the creation of wealth through industry 
and the distribution of wealth in wages. 


They believe that the attempt to distribute wealth through 
theft is not only disastrous morally but economically, and 
means the ruination of industry and the destruction of all 
possible prosperity. 


They are opposed to any form of politics and eco- 
nomics which endeavor to grade down the most pros- 
perous to the level of the lowest; and they believe 
ardently in the American system of politics and eco- 
nomics which for a century and a half has successfully 
raised the lower strata to a nearer level with the upper. 


They believe in deportation of alien cranks and criminals, 
particularly those who came to this country to find freedom 
of speech and remained to abuse it; who came to this country 
to gain the liberties which they are unable intelligently to 
understand and enjoy; who came to this country to find pros- 
perity and who are trying to create in this country the con- 
ditions which have brought adversity to other lands. 


They are opposed to government by any clique or class. 

They believe in genuine democracy, the rule of the 
mayority. 

They believe that America should be for Americans and 


that Americans should be for America. 


Those who do not approve of these policies would 
better not take these papers, because these are the 
policies which will be adhered to as long as these papers 
are published. 


QV AN at 


\ Publisher 


William Randolph Hearst APRIL 21, 1935 
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NIAA Study Shows — 
Industrial Ads 


Increased in ‘44 


Survey Covers Ad, 
Sales, Agency 
Trend for 3 Years 


Chicago, Feb. 1.—U. S. indus- 
trial companies for the most part 
substantially increased their ad- 
vertising expenditures in 1944, it 
was shown this week in a nation- 
wide survey of ad budgets com-| 
piled by the National Industrial 
Advertisers Association. The sur- 
vey, 12th of its kind by NIAA, is| 
the first issued since 1941. 

Compiled to aid management 
and advertising men in preparing | 
budgets, the study is based on 287 | 
returned questionnaires from in-| 
dustries of all sizes, out of 1,000 
questionnaires mailed to NIAA 


members and other companies. 


Those reporting percentages of|declined greatly, 
for advertising | 


gross sales spent 
reveal that an average of 2.18% 
of sales revenue was spent on ad- 
vertising in 1944, compared with 
1.78% in 1943; 1.75% in 1942; 
1.96% in 1941, and 2.32% in 1939. 
Highest average for 1944 is that 
for major equipment makers, with 
2.99%: lowest average is reported 
by producers of boxes, bottles, 
cans, and other packaging mate- 
rials, with an average of .59%. 


| 


| 


reaching the general 
but advertising 
in general magazines has defi- 
nitely increased; compared with} 
sales revenues, more is being spent | 
(than in °41) on motion pictures, 
house organs, editorial publicity, | 
traveling expenses, and for admin- | 
istrative expenses; less is spent on | 
catalogs and product literature, on | 
direct mail, for conventions and} 
exhibits, and for market research. | 

Comparing 1943 and ’44 adver- 
tising appropriations, the survey 


The survey shows that, for the} shows that for 1944 (as of July 1), 


past three years, companies with 
sales between $500,000 and $1,000,- 


128 reporting companies averaged 
a 35.84% increase in advertising 


000 have used a greater percent-| costs; 20 reported an average of 


age of revenue for advertising 
than have smaller or larger com- 
panies. The 11th NIAA survey 


had indicated highest advertising| trials’ advertising dollar expendi- | 


| 


costs for companies reporting less | 


than $500,000 in sales annually. 
Use More Trade Copy 


In a breakdown of ad expendi- 
tures, the survey shows: 


More companies are placing dis- | publications, 15.35%, 


| 
| 
| 


15.85% decrease and 96 reported 
no change. 
The breakdown of the indus- 


ture shows (by average expendi- 
ture in media for only those com- 
panies 
each medium): 


For trade publication display 
space, 43.02%; general business | 


play advertising in trade and gen-| tion of copy for the trade and busi- 


eral business publications, and are| ness 
spending more on preparing this} publishers’ 
advertising, than they did in 1941; /| 4.90%, 


use of radio and most media 


in | 1.47%; 


space in 
consolidated catalogs, 
and production costs, 


paper ads, 9.67%; 


reporting expenditures in| 


and prepara- | 


advertising to general pub- 


public has|lic in magazines, 20.11%; in radio, were grouped as follows: ; 


2.11%, and in other media, 6.01%; 
catalogs, etc., 13.03%; direct mail 
(plus postage), 11.37%; house or- 
gans, 9.16%; editorial publicity, 
2.20%; motion pictures, 5.13%: 
conventions and exhibits, 2.99%; 
traveling expenses, 1.92%; market 
research, 2.47%; sales promotion 
and educational literature, 5.67%; 
administrative expenses, 13.97%: 
miscellaneous, 4.88%; contingency 
or reserve, 3.45%. 

These figures are also further 
broken down for each of the 
classifications of industries covered 
and by sizes of companies, for 
1942, ’43 and ’°44. All figures for 
1944 are as of July 1. 


Distribution Shown 


The survey contains an analysis 
of “Administrative Information” 
which shows how many of those 
reporting have advertising de- 
partments and use advertising 
agencies, and how companies in 
each industrial classification sell 
—whether solely through distribu- 
tors, direct to consumers only, or 
direct and by distributors. 

It shows that 76 manufacturers 
of accessory equipment (small 
tools, jigs, dies, time clocks, etc.) 


SALES DURING 
DISPLAY 


SALES BEFORE 
DISPLAY 


A leading liquor company conducted 
tests in 45 stores. Retailers kept records 
for two weeks before display was put 
in windows. When display was installed, 
sales went up at once for an average 
increase of 157%. Sales of undisplayed 
brands also increased by 12%! 


(Authentic data furnished by 
Point of Purchase Advertising Institute, Inc.) 


C 


HICAGO : 


} 


*POINT OF PURCHASE ADVERTISING IS | 


A PROFITABLE MEDIUM for the MANU- 
FACTURER of CONSUMER GOODS 


Straight to the point, without intervening steps, 
obstacles, or circumstances, *point of purchase ad- 


vertising brings buyer and seller together at pre- 


| 
} 
} 


| 


cisely the time and place where sales are made. 


It is “straight line’ advertising 


distance between the two points of created desire 


and completed purchase. 


SALES LEAP AHEAD 


OF PURCHASE DISPLAYS ARE TIED 


IN WITH NATIONAL 


Favorable impressions made by radio, newspapers, 
magazines and other advertising media urge pur- 
chase, in the main, when it is not convenient to buy. 


Point of purchase displays do their job when the 


the shortest 


WHEN POINT 


ADVERTISING 


informed and favorably disposed prospect is in the 


store with purse in hand. The impulse to buy can be 


satisfied at the moment it occurs. 


ARVEY CORPORATI 


DETROIT ° 


JERSEY 


INSIST ON ARVEY QUALITY 


ON 
CGE 


| may 


Advertising Age, February § {945 

ling 
direct to consumers only) 9 
through distributors only, 1’ ang 
through distributors and dire {, 39 


Of the latter, 54.79% of sales wer, 
sold direct and 45.21% tl , 
dealers (compared with 5. j9” 
direct and 40.81% in 1941). 

The companies report th: jg; 
manufacturers in all group; 
advertising departments and 
not (compared with 246 aq 5, 
| three years ago), and 23) us 
agencies while 48 do not (21 
95 three years ago). Thus over ; 
three-year period, the com 
show a decided increase in 
agencies but report consid: -ably 
fewer ad departments. y 


FTC Report Compared 


The figures obtained by NIAA 
vary considerably from the Feq- 
eral Trade Commission’s report on 
the relationship of advertising ang 
selling expenses per dollar of net 
sales, made public last fall (AA 
Oct. 30). The FTC report was fo 
1940, and covered 91 industry 
groups, including many consume: 
goods manufacturers. While the 
reports are not exactly compar- 
able, significant differences may 
be observed. 

NIAA shows that in 1944 esti- 
mated ad expenditure for the 
building materials group (taking 
in fabricated steel, lumber, bricks. 
etc.) equalled 1.31% of the sales 
dollar. Its °41 report showed a 
percentage of 1.78 for the preced- 
ing year. 

FTC reported that in 1940 the 
percentage for the lumber and 
timber products industry was only 
0.21 for 77 companies; for clay 
products (except pottery), only 
| 0.33, and for cement, only 0.87 
Analyzing the FTC report i: 
December, Industrial Marketing 
| shows that, of 1,336 “industrials’ 
reporting to FTC, only six groups 
of companies spent more than 2% 
of revenue on advertising and 
'most groups averaged less than 
1%. 

Copies of the report have beer 
| mailed to the approximate 2,500 
| NIAA members. Individual copies 
be obtained for $3 from 
| NIAA headquarters at 100 E. Ohi 
St., Chicago 11. 


‘N. Y. Post’ Opens 


Detroit Office 


The New York Post has opened 
a midwestern office at 539 New 
Center building, Detroit, under the 
direction of John F. Denning to 
serve advertisers in the Detroit 
Cleveland, Akron, Chicago and 
Minneapolis areas. 

Mr. Denning, who joined the 
newspaper in 1938, recently has 
been covering the Midwest from 
the New York office. 


Two Join Agency Net 
Virgil A. Warren Advertising 


Agency, Spokane, and G. E. Arnold 
Company, Phoenix, Ariz., have 
been elected to membershhip in 
the Affiliated Advertising Agencies 
Network. 


—s 


ECR Mai 
REENWICH, CON. 


LEADS 
the Nation in 
Per Capita Income 

$2493 

Per Capita Retail Sales 
$510 

Auto Sales Per Capita 
$124 

Apparel Sales Per Capit 

$53 

Food Sales Per Capita 

$127 


This “A” Market Deserves 
an “A” Schedule 


Greenwich Tim 


AN A. B. C. NEWSPAPER 
Often called “The Best Suburb 
Daily Newspaper in America” 
Nationally Represented By: 
SMALL, BREWER & KENT, IN‘ 
250 Park Ave., New York. 
Phone Wickersham 2-8383. 
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Back in April, The Seattle Post-Intelligencer established its Veterans’ Friendly Aid 
Service .. . a bureau maintained to assist and counsel men and women of our 
armed forces, either before or after their discharge. From the beginning its 
management was placed in the hands of those who had the problems of the 
servicemen at heart . . . capable people who had at their fingertips immediate 
information regarding housing, employment, readjustment, education, rehabilitation 
and other problems facing our men and women in uniform. That the new 
agency filled a need is evidenced by the many thousands of service people 
who have made use of it . . . who daily call in person, write or phone for 
information regarding their problems. So great, in fact, was the demand upon 
its services, that after a few months it became necessary to enlarge the space and 
personnel devoted to The Veterans’ Friendly Aid Service. 
It is but one of the practical ways in which The Seattle Post-Intelligencer is aiding 
the servicemen, their wives and families. We deem it our duty and 


privilege to do so, and it is winning us a host of new friends in the area we serve. 


the Oo CO [tM ligencer 


seattle 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


NEW YORK ® CHICAGO ® BOSTON ® SAN FRANCISCO ® PHILADELPHIA 
DETROIT © PITTSBURGH © BALTIMORE ® LOS ANGELES @ SEATTLE 
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418 SO. MARKET STREET, WABASH 3304 


CHICAGO 7, 


| tising 


Boyd Joins Ronalds 
as Account Executive 


Lt. Comdr. J. Clement Boyd, 
recently released from active serv- 
ice with the Navy, has joined 
Ronalds Adver- 
Agency, a oo 
Montreal and b 4 bi 
Toronto, as sup- Ks 
ervising ac- x 
count executive i 
in the Montreal 
office. 


While on ac- 
tive. @wigy 
Comdr. Boyd 
acted as public- 
ity officer for 
naval aviation 
cadet procure- 


Lt. Comdr. Boyd 


ment program, Third Naval Dis- 


trict, and later served as com- 
manding officer of the U. S. Naval 
Air Station at Belem, Brazil. Be- 
for entering service he was an ac- 
count executive of Frank Presbrey 
Company, vice-president of W. I. 
Tracy, Inc., now Tracy-Kent, Inc., 
and headed his own agency, J. 
Clement Boyd, Inc. His daughter 
is Conover model Pat Boyd, “Miss 


Color, Large-size 
Ads to Promote 
Blue-Jay Plaster 


Chicago, Feb. 1—Departing 
from the usual type of corn plaster 
remedy advertising, Bauer & 
Black division of the Kendall 
Company this month will begin a 
national campaign of color and 
large black and white magazine 
and newspaper advertisements for 
Blue-Jay corn plasters. 

The campaign will begin with a 
four-color, half-page ad in the 
Feb. 24 Saturday Evening Post, 
and continue in Life, Puck—the 
Comic Weekly, other national 
monthlies and weeklies, and in 
many Sunday supplements and 
comic sections. The ads will pro- 
mote Blue-Jay Nupercaine, de- 
scribed as a new pain-curbing an- 
esthetic that deadens tormenting 
nerve ends around the hard “core”’ 
of the corn and removes all sur- 
face pain. 

The new plaster has been mod- 
ernized in appearance. It is flesh 
tinted, has thinner, streamlined 
adhesive tabs, and has softer 


“Attractive types create and hold interest” 


Rheingold 1945.” 


. 


says MARY R. TAYLOR 
Agency Secretary-Editor 
Jefferson Standard Life Insurance Co. 


“Our house publication, The Jeffersonian, is designed to inform, 


inspire, and help our field force. To keep the display attention arresting, | change 


the type dress with every issue, using such well drawn and striking ATF faces 


as Lydian Cursive, Onyx, Stymie, Tower, Kaufmann Bold, Commercial Script, and Goudy Oldstyle. 


There are so many fine ATF display types, it’s easy to give our pages variety and a 


fresh appearance. The Jeffersonian has received three awards of excellence by the Southern Round 


Table of the Life Insurance Advertisers Association, and in 1943 the National Award.” 


+ ah yas’ 
Writ wy 


If you want the ATF Red Book of types, or single 
page showings of individual faces including the 
complete alphabets, send for them on your letter- 
head. The specimens shown at the right are the 


type faces mentioned or used in this advertisement. 
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200 Elmora Avenue, Elizabeth B, New Jersey 
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Advertising Age, February — j94: 
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STARTER—This 


color ad 


half-page 
scheduled for the Feb. 24 SEP, starts a 
series for Bauer & Black division of the 


Kendall Co. 


“Dura-felt” pads for greater cush- 
ion. 

The Blue-Jay packages have 
been redesigned to feature a bright 
red panel on Nupercaine and to 
point up the other improvements 
for the plaster. 

Henri, Hurst & McDonald, Chi- 
cago, prepared the campaign 


Six Name Ellis 

Ellis Advertising Company, Bul- 
falo, has been appointed to handle 
advertising of the following: Bul- 
falo Aeronautical Corporation, 
Western Savings Bank, Bas 
| Brothers Theaters, Lincoln Cart- 
|age & Storage Company, Dreyfus 
|Company, maker of waveset, 
| the Town Barn. 


| Joins ‘School Shop’ 


| T. Todd Jones, formerly with 
International Textbook Compan 
Scranton, Pa., and Station WARM 
| Scranton, has joined School Sho) 
Ann Arbor, Mich., as advertising 
manager. 


| Blaine-Thompson Named 


| Blaine - Thompson Com 
New York, has been appoint 
agency for Dolphin Products, 
ufacturer of bedding, and |! 
dale Foods, distributor of canne 
and packaged foods, both of \¢ 
fatness 


If it’s 
A TES? 


you want... 
TAKE 


NEW HAVE 


The Register is rated 
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Boy Has an $85 000 


He smiles because the people of “Lincoln Land,” 
through Prairie Farmer-WLS Christmas Neighbors 
Club, have contributed $85,000 to buy equip-” 
ment for hospitals and child care institutions 
. . » $27,000 in the last holiday season alone. 


lor ad 
, Starts a 
yn of the 


Two years ago, Gerald Zolper of Mendota, Illinois, was 


rushed to a hospital — peanuts in his windpipe. Doctors re- 


moved them, inserted a silver tube in his throat. For twelve 


a brigh dangerous days, a medical inhalator poured soothing steam | 
bcd into Gerald’s room at the small town hospital. Doctor, nurses, 
ld, C his mother— all give credit for Gerald's recovery to the fact | 
ai that an inhalator was available. | 
y, B It-was there, ready to meet Gerald's crisis, because Prairie 
Mager Farmer-WLS Christmas Neighbors Club gave life-saving in- 
oratie halators to 339 institutions. In nine years, contributions from 
a Cal readers and listeners have given child care organizations 419 
set radios, 777 wheel chairs, 125 orthopedic walkers, 119 movie 
projectors and screens. 
ly Because Prairie Farmer-WLS have helped some of them, 
WAR) given others the opportunity to help those less fortunate, is 
ch one reason the people of “Lincoln Land” believe in and like 
us. In such things as Christmas Neighbors Club they have 
amed shown their confidence in us—a confidence that extends also 
m I 


to advertised products associated with our name. For extra 
advertising impact, use these two great media—Prairie Farmer 
and W LS—together. Used as a team, they penetrate DEEPER! 


Second advertisement in a series to show 
why ‘'Lincoln Land" folks like Prairie Farmer- 
WLS. Write for the complete, pictorial report 
on Christmas Neighbors Club, soon to be 
published . . . Prairie Farmer-WLS, 1230 
Washington Boulevard, Chicago 7, Illinois. 


ARM 


CHICAGO 


BURRIDGE D. BUTLER. President 
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Super Marts Set 
Postwar Projects 


at $400,000,000 


New York, Jan. 30.—For post- 
war projects thus far outlined, the 
supermarket industry will spend 
$400,000,000, according to a survey 
just completed by Super Market 
Merchandising. 

The expenditures are estimated 
at $132,000,000 for store buildings, 
$40,000,000 for store equipment, 
$69,000,000 for warehouse build- 
ings, $24,000,000 for warehouse 
equipment, $30,000,000 for re- 
modeling, and an additional $105,- 
000,000 in investments by real 
estate and investment companies. 
The estimates are considered con- 
servative. 

With optimism undulled by som- 
ber predictions that the postwar 
era will bring price wars and sui- 
cidal competition, the supermarket 
men “confidently expect to increase 


1; volume, which now approximates 


'35%, to possibly more than 50% 
by 1950,” the industry publication 
|says. “Supers also expect to in- 


crease notably their already sub- 
| stantial share of volume in allied 
merchandise — drugs, wines and 
|liquors, housewares, light hard- 
| ware, specialties, etc.” 


3,000 Buildings Planned 


The first general summary of 
the survey discloses: 

1. Approximately 3,000 new 
market buildings are being pro- 
jected. The size of the markets 
will vary from 5,000 square feet 
to 25,000 square feet. 

2. Approximately 51% of the 
market buildings will represent 
actual capital investment made by 
supermarket operators. 

3. Approximately 49% of the 
markets will be built by realtors 
and investment organizations for 
supermarket operators on a rental 
or lease-hold basis. 

4. Approximately two-thirds of 
the industry plan some form of 
remodeling. 


5. Approximately 45% of the 
planners have already acquired 
many of the required building 
sites. 

The survey discloses that 40% 
of the markets will be in business 
sections of cities, 40% in outskirts 
of suburban cities and 20% in 
community developments. While 
93% of the new markets will pro- 
vide parking lots, 35% will be 
paved, 48% will be just “lots,” 
and 17% of the parking areas will 
be provided with gas _ stations, 
playgrounds and landscaped parks. 


Will Use Locker Plants 


Nearly 26% of the planned 
structures will contain locker 
plants, the majority of them lo- 
cated in the rural area markets. 
Frozen foods will become a defi- 
nite department in 97% of the 
postwar supermarkets, tying in 
with the supers’ plan to revolu- 
tionize the self-service system 
postwar. 

“New packaging and new self- 
service techniques will be intro- 
duced to increase greater mer- 


chandise visibility—and facilitate 
handling. Consequently, this will 
create a smoother flow of traffic— 
eliminate bottlenecks during the 
peak periods. Such departments 
as meats, produce, dairy, baked 
goods, and frozen foods eventu- 
ally will become self-service de- 
partments throughout the entire 
industry,” the publication says. 

The survey showed that non- 
food departments will undergo the 
same transition. Drugs, hardware, 
household equipment, wines and 
liquors, which will be on a self- 
service basis in supermarkets 
throughout the country, will in 
many instances be new lines and 
new departments. Soda fountains, 
tobacco departments, sandwich 
stands and restaurants will be 
featured parts of the postwar plan, 
it is predicted. 


‘La Patrie’ Appoinis 

La Patrie, Montreal, has ap- 
pointed Ralph R. Mulligan, New 
York, as United States advertising 
representative. 


One summer, three men, and four thousand dollars 

. produced a Midwest farm home which would be worth three times its cost 
in Winnetka or Westchester... 
offers practical plans for useful and beautiful modern farm homes, hundreds 
of which have been built and are occupied . . 


fewer restrictions, usually knows what he needs, buys direct. Local labor 


comes at lower costs. 


After five years of good crops, with the highest savings and best 


credit in history... 


inevitable next step in the agricultural revolution that has led to 
better farming, better living on the farm. And the next ten years of 


farm housing affords an unimaginably vast market!... 


Front door to that market is SuccessruL FARMING, which has served 
farm families for more than forty years, earned respect and confidence... 
reaches the farm women and young folks as well as the farmer... 


among its 1,150,000 subscribers the farmers in the best farm states, 


reclamation, remodeling and rebuilding is the 


with the largest investment in land and property, the highest 


incomes and profits... 


SuccessFUL FARMING is the farmer’s architect, 


. The farm builder faces 


yield and most progressive methods, the best cash 
the best ‘‘class”’ 


world today! Because it reaches so much of this market, 


Atlanta, 


. And numbers 


market in the 


San Francisco, Los Angeles 


exclusively, influences all of it, SuccessFuL FARMING deserves more than casual 
consideration from any manufacturer of anything worthwhile to the American 
home ... Find out your future in the first farm market. Inquire any office... 


SuccessFUL FArminGc, Des Moines, New York, Chicago, 


Advertising Age, FeOTud™ 


Five Coast Citi 2g 
to Need 500,00( 


New Postwar ! obs 


New York, Feb. 1.—To maj 
tain present populations, five Wes 
Coast cities—Seattle, Portland, s 
Francisco, Los Angeles and § 
Diego—must have a postwe > lah 
force of 3,162,000, as Cconipare 
with 2,616,900 in 1940, rtung 
estimates in its February iss 
which is devoted entirely ‘o ti 
Pacific seaboard. 

While western shipyards: ap 
plane factories alone em loye 
848,000 last fall, it is said, sh; 
builders agree that their eimplo, - 
ment might drop to 5% of wa; 
time peak when peace comes, anj 
plane makers expect to keep on} 
about 10% of their peak payro|! 7 

On the other hand, most new 
comers to the West Coast, a 
tracted by war jobs, plan to sta 
there when peace comes, Fortuny 
says in summarizing various sy 
veys by business and civic group: 
For example, 75% of the new ar 
rivals in San Diego and 79% , 
those in Seattle hope to keep o 
being westerners. 

Nearly 50% of the leading bus; 
ness men in 11 western state 
expect employment in their com 
panies to be greater than prewar 
and nearly 34% say that it wi 
be even higher than in wartime 
the magazine reports in its “Forw 
of Executive Opinion.” Of bus 
ness men in the other 37 state 
73.4% think that other parts | 
the country will do better tha 
the West, but 29.3% of the n 
westerners are considering expan 
sion of their business and _ indus 
trial operations in that area. 


G-E Names Hendon 


C. J. Hendon, former manage 
of the southeastern district for th 
electronics department of Gener 
Electric Company, has been name 
manager of sales in the tube di 
vision of the electronics depart 
ment, working out of Schenectady 


a rr ee | 


Godoy & Cross Formed 


Augusto Godoy, former partn¢d 
and president of Mestre & Godoy 


Havana, Cuba, and Fermin | 
Cross, chief copywriter of 


agency, have formed their ow 7 
agency, Godoy & Cross, located 
Prado 51, Havana. 


Stewart Elected 


Stanley M. Stewart, former 4 $ 
sistant secretary and advertisin 


manager of the Stewart Ir l 
Works Company, Cincinnati, 


been elected president. y 


Returns to St. Regis 


Edward R. Gay, recently 
ant vice-chairman of the War Pr 
duction Board has resumed ‘ 
duties as vice-president of 5 
Regis Paper Company, New Yo! 


PHOTO-ENGRAV ®5 
207 North Michigan Ay sve 
Chicago 1, Illinois 
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Was 


Nearsighted | 


He Became World’s 


Champion Trouble Maker a A Lifebise 


UT IT WASN’T SOUND PLANNING 


TEXAS’ RICHEST 


MARKET 


Here are the bank debits for 
leading Texas cities for the 


year 1944 (000 omitted). 


Dallas 

Fort Worth 
Galveston 
Houston 


$6,526,796 
$2,576,299 
$ 539,307 
$6,491,289 


San Antonio $1,757,610 


His plans were effective as far as they went, but his conquests 
were all among his near neighbors. 


He could not see across the Atlantic or into the far spaces of 
Russia. His vision was even a little blurred by the fogs of the 
English Channel. 


1939, on the way up. 1945, on the way out. So died another 
dream of dominance. 


Any plans can fail which do not encompass the whole objective. 


More than one advertiser has fallen short of his goal in Dallas by not cover- 
ing the whole market—through The Dallas News. 


The Dallas market is more than a city. It isan area. Itis the rich 
northeast Texas section which is covered by The Dallas News, and by The 
Dallas News alone. 


Sell the Readers of the News and you have sold the Dallas Market 


‘wares Ohe Dallas Morning News 


The Texas 
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Joins ‘Farm Journal’ 

Don K. Wilson, with the Chris- 
tian Science Monitor for the past 
17 years, has joined the Phila- 
delphia sales office of Farm 
Journal. 


Golnick Named 


Leon S. Golnick & Associates, 
Baltimore, has been appointed to 
direct advertising for Austin Pack- 
ing Company, Baltimore bakery 
goods producer. 


Head Coast Paper Co. 


Edward R. McQuaid has been 
appointed general manager, and 
Roger E. Hopkins, sales manager, 
of the San Francisco office of Pa- 
cific Coast Paper Company. 


Cunard Advances Borer 


Harold P. Borer, general passen- 
ger manager of Cunard White Star 
Company, New York, has been 
appointed general manager of the 
company in the United States. 


OLD ENOUGH 


AR 
NNIVERS 
FIFTH AY NIVER 
TWENTY FieTH ANNE 
TWENTY" 


TO KNOW Youth 


Since 1920, Scholastic Magazines have served 
Youth—and in serving Youth have grown in stature 
with the Youth Market. Today Scholastic Maga- 
zines enjoy a solid and mature status in a world 
that is ever young. 

Built on a foundation of 25 years of leadership 
with Youth, Scholastic Magazines are FIRST in the 


ANN 
H ANN 


Youth Market. 
usefulness to students and teachers. 
First in classroom circulation.* 
First in number of pages of advertising. 


*563,074 (December, 1944) 


torial influence. 


First in all-around interest and 
First in edi- 


SCHOLASTIC PUBLICATIONS 


220 E. 42nd Street, New York 17, N. Y. 


Packers to Spend 
Over $11,000,000 
for ‘45 Promotion 


Chicago, Jan. 31. — Although 
total meat production this year is 
expected to be slightly less than 
in 1944, the record year, expendi- 
tures by the Big Four and smaller 
packing houses on advertising and 
other promotion will equal and 
may slightly exceed similar ex- 
penditures last year. 

On the basis of available records 
of past budgets and estimates 
made here by officials of the Big 
Four—Armour & Co., Cudahy 
Packing Company, Swift & Co., 
and Wilson & Co.—ADVERTISING 
AcE estimates these companies’ 
advertising expenditures on _ all 
their products will exceed $11,000,- 
000 in 1945. This represents only 
about three-tenths of one per cent 
of the approximate $4,000,000,000 
of sales expected by the packers. 

Spokesmen for the Big Four 


were either unwilling or unable 
to indicate their budgets for 1945. 
Don Smith, advertising manager 
for Wilson, said only that Wilson’s 
advertising budget this year will 
be “about what it was last year,” 
except that it will be enlarged if 
the company decides to bring out 
new products. 


Records Incomplete 


For Swift, Clarence Lund, as- 
sistant advertising manager, said 
that various records kept by the 
Bureau of Advertising, ANPA, and 
other organizations on amounts 
spent by meat packers for adver- 
tising, combined probably do not 
reflect more than three-fifths of 
the total expenditures. 

He estimated that, with Swift 
continuing its $1,000,000-plus radio 
program, including “Breakfast 
Club” on the Blue Network; its 
large campaign for Allsweet mar- 
garine, and use of magazines, 
newspapers, farm papers, novel- 
ties, dealer aids and catalogs for 
products ranging from fertilizer to 
Premium meats, its 1945 expendi- 
tures probably cannot be accu- 
rately determined even by the 
company itself at present. 


Swift recently launched an|CBS 


Manufacturers of these and other branded 


products are using Trade Mark Service in the 


Classified Telephone Directory. They do so to 


tell prospects and customers where to find 


authorized dealers who sell and service their 


products. 


The trade mark or brand name appearing 


over a list of local outlets is found in Direc- 


tories serving areas where the product is dis- 


Trade marks of many types of products are displayed 
in the Classified Section of Telephone Directories. 


tributed. This helps to make sure that the 
inquiries and orders which advertising creates 


will go to the manufacturer’s outlets. 


Whether you manufacture industrial machin- 


ery or consumer goods, your outlets will appre- 


ciate the advantage of being identified locally 


in the Classified as your representa- 
Call the Business Office of 


your telephone company for details. 


tive. 


Advettising Age, OTUaTY -_ 


eight-month _ institutional 


cam4 
paign in national and stat farm 
journals, in selected newspapers jp 
leading agricultural states, ang ie 
stockmen’s and breeders’ journals 


Page and two-page editori: |~type 
ads are being used (AA, Jan. 1), 
On the basis of known ex pengj- 


tures by Swift in 1944 of aboy 
$3,000,000, Swift apparently wiy 
spend at least $5,000,000 in ay 
media in °45. Swift & Co. recordeg 
sales totaling $1,574,000,000 ‘or the 
year ending Oct. 28, 1944. Its totg) 
sales probably exceeded $1,809. 


000,000, however, because Swift g 
Co.’s foreign sales are credited to 
its foreign subsidiary, Swift Inter. 
national, and those regularly ey. 
ceed $200,000,000. 


’ 


Armour Second in Sales 


Next largest sales recorded fo, 
1944 were the $1,477,970,945 for. 
eign and domestic sales of Armour 
It is estimated that company’s 
advertising fund this year will ex. 
ceed $3,000,000. In ’44 it spenj 
over $1,750,000 in newspapers 
magazines, and farm papers alone 
In addition, it sponsors Heddd 
Hopper’s ‘Hollywood Show” q 


Wilson & Co., which last yea; 
had $532,561,322 in sales, and spenj 
about $625,000 in magazines and 
newspapers in more than 70 cities 
and additional sums on its mar- 
garine, Ideal dog food and short, 
ening in other media, probably 
spent $1,000,000 last year and will 
invest about the same in ’45. 

Cudahy, with $419,618,928 ip 


| this 
| Old Dutch cleanser by radio, news4 


sales in ’44—less than Wilson saleg 
—has an advertising budget about 
double that of Wilson. Reason fo, 
is that it heavily promote; 


|papers and magazines. The Old 
| Dutch annual budget is well ove; 
$1,000,000. 

| No information is available here 
|}on ’45 advertising plans of Johr 
Morrell & Co., Rath Packing Com 
pany, and the one or two othe! 
national advertisers in the mea 
packing industry. Morrell las 
year held its national advertisin 
to promotion of Red Heart do 
food. It also used institutiona 
copy in its plant cities. 


Meat Institute Advertises 


Institutional advertising for the 
trade will be continued this yea 
by the American Meat Institute 
Last year AMI spent $630,000 fot 
ads in national magazines an 
engaged in other advertising, in 
cluding use of trade and fam 
publications, newspapers, etc. Since 
January, 1944, it has sponsoret 
“Life of Reilly,” featuring Willian 
Bendix, screen star, on the Bluam 
Network Sunday at 8 p. m., EWT 
; At present, AMI’s promotion | 
institutional, but may return t 
urging purchase of meat later 1 
the year if the war ends by sumg@ 
mer. 
Annual reports for the Big Foul 
have indicated that production 0 
beef may increase somewhat thi 
year, but that pork processing wi! 
decrease considerably and _ lam 
and mutton production wil! al 
drop. Government purchases | 
meat are expected to be large 
even after Germany is defeated 


=. 


yOUR DEALERS 
AND 
DISTRIBUTORS - 


Be ee 


all over Western New York reod 


the Sunday and daily Ccovre™ 
Express. It is an effective cove” 
tising medium to tell ther and 
their customers about your s°!!'"9 
| plans. 


Buffalo 


COURIER 
EXPRES®5 


Only Morning and Sundoy 
Newspaper in Buffalo 
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: PX) Every boxing manager is out to find a fighter with a Sunday Punch 


re 
ig: 


& Punch—a powerful medium with enough concentrated coverage of 
his most important market to polish up his sales. 


Such a medium is FIRST 3 Markets Group. 


Big Fou 
ction 0 
rhat thi 
sing wil 


FIRST 3 has the concentrated power and impact of Rotogravure and Color- 

gravure—the best read sections of the FIRST 3 Sunday newspapers in the 
«® —_ FIRST 3 markets of America—with-a concentrated coverage of 66.8% of 
hases Metropolitan New York, Chicago and Philadelphia. 


re large 
feated 
In one action-filled package you can put your advertising message before a 


major segment of the families whose purchases represent 40.1% of the total 
$ U. S. retail sales—42.4% of the food sales. 


For the complete story call a FIRST 3 representative and let him show you 
at how you can give your national advertising campaign that Sunday Punch. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure . Colorgravute 


THE GROUP WITH THE SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York City 17, MUrray Hill 2-3033 
Tribune Tower, Chicago 11, SUPerior 0044 «© 155 Montgomery Street, San Francisco 4, GARfield 7946. 
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Mathes Names King 

Wilfred S. King, vice-president 
in charge of the radio and motion 
picture department of J. M. Mathes, 
Inc., New York, has been elected 
a director. 


Kavanaugh Promoted 


Timothy J. Kavanaugh of the 
sales division of Fleischmann Dis- 
tilling Corporation, New York, has 
been promoted to metropolitan 
sales manager. 


Cellary to Monk 

George L. Cellary, formerly as- 
sistant director of sales promotion 
of Franklin Life Insurance Com- 
pany, Springfield, Ill., has joined 
the staff of Howard H. Monk & 
Associates, Rockford, Il. 


Sargent Names Agency 

Sargent & Co., hardware, New 
Haven, has named St. Georges & 
Keyes, New York, to handle its 
account. 


NEW YORK OFFICE: I01 Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


“— CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, 
CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


Jewel Theme 
Marks New Ads 
for Perma-Litt 


(Picture on Page 63) 

| Chicago, Feb. 1—Spring and 
summer advertising plans by A. 
Stein & Co. for its Perma-Lift 
brassieres and Hickory girdles 
were announced to the company’s 
dealers this week in a 44-page 
brochure. 

The Perma-lift ads, while con- 
tinuing the theme, “The lift that 
never lets you down,” will be tied 
in with various jewels, the copy 
describing the brassieres as “bril- 
liant as a diamond,” “exciting as 
an emerald,” and the like. Seven- 
teen national magazines will be 
used, including Esquire, Life, The 
New Yorker, The Saturday Eve- 
ning Post and various women’s 
magazines. 

Fourteen magazines, including 
Esquire, Life and The New Yorker, 
will be used for the Hickory line. 
Some Hickory and Perma-Lift in- 
sertions will be black and white 
and others in color. Hickory ads 
will mention Perma-Lift, and Per- 


ma-Lift will return the favor. 

Dealers are urged in the 
brochure to key their own promo- 
tions to the magazine campaign, 
and it tells of Stein’s mat service, 
radio scripts, window displays and 
layout and copy service available 
to dealers. 

The company is expected to an- 
nounce next month new advertis- 
ing plans for Paris garters, sus- 
penders and belts. 

Walter L. Rubens & Co. handles 
the account. 


Leland Elects Lisman 


W. F. Lisman, former vice-presi- 
dent and general manager of 
Leland Electric Company, Dayton, 
O., has been elected president, 
succeeding the late Thomas B. 
Fordham, George R. Gaskell, sec- 
retary - treasurer, was appointed 
vice-president and board member. 


Three Name Kemmerrer 


Kemmerrer, Inc., Hollywood, 
Cal., has been appointed to handle 
advertising of Electronic Com- 
ponents Company, Dietz Mfg. 
Company and Slot-Lock Company, 
all Los Angeles. 


17,500" 


copies of 
1945 


PLASTICS CATALOG 
-ready this month 


...the 


one and only 


Encyclopedia 


of Plastics 


LASTICS 


GS azeres eee nor CIR 


PUBLISHED BY PLASTICS CATALOG 


Tg 122 EAST 42nd STREET, 
Chi 


. 


For value received, purchasers will plunk down 


$100,000.00 for the right to own and refer to 17,500* 


copies of the 1945 Plastics Catalog! 


The per volume price is $6.00—same as last year’s. And, 


when you consider that approximately 200 special 


articles are concentrated upon materials, methods and 


machines, you can rest assured that the guidance to be 


derived from this information is priceless. 


Also, contained therein are eight exclusive charts. . 


which the “Encyclopedia of Plastics” is famed . . 


. for 


. they 


have to do with the characteristics of Plastics, Solvents, 


Plasticizers, Synthetic Rubbers, Adhesives, Coatings, 


Flow Sheets, Chemical Formulae. These studies are inten- 


sive, extensive and comprehensive . . 


to be of invaluable assistance. 


. and can prove 


Finally, there is the Plastics Industry Directory Section 


. by no means a new venture to Plastics Catalog! This 


constantly reached-for unit has been part and parcel of 


each year’s annual. Once again, therefor, every effort 


has been made to produce a compilation that is com- 


plete, correct and convenient. 


When added together, these, briefly, are the values that 


will make the 1945 Plastics Catalog live on your desk 


for the next 365 days. 


*Guaranteed Circulation 
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Retailer Can Meet 
Chain Challence, 


Lifshey Reports 


New York, Feb. 1.—Estab! ish, 
merchants will face stiff compet). 
tion from the retail store provram, 
of the three tire chain giant: afte, 
the war, but they will not be faceq 
with a price-cutting group whic 
threatens to wipe out independen; 
retailers, declares Earl Lilshey 
managing editor of Retailing, |, 
a series of articles beginning with 
the Feb. 8 issue, Mr. Lifshey 
will present the result of his in. 
vestigation of Goodyear-Firestone 
and Goodrich retail merchandis. 
ing plans. Future articles wi) lis; 
some of the items these three def. 
nitely will sell and those now of 
the list. Home appliances are 
high on the list, Mr. Lifshey re- 
ports, whereas furniture and 
clothing have been deleted. 

“One very important fact that 
has been overlooked,” he writes 
“is that while they make the tire; 
and tubes they sell in their stores, 
everything else they sell has to be 
bought in the open market as 
every other merchant must do 
They have no merchandising 
magic.” 


Fears Are Justified 


“However,” he adds, “the appre- 
hension among home furnishings 
retailers is readily under- 
standable.” In his first article, he 
points out that these tire firms did 
a 1941 volume of business (coy- 
ering their entire operation 
amounting to $809,000,000, which 
doubled in 1943 to more than $1,- 
680,000,000. Mr. Lifshey stated 
that they have about 1,660 of thei 
own stores in some 900 different 
| trading areas which, it was oOff- 
| cially estimated (as of 1943) rep- 
| resented an investment of about 
| $50,000,000, with inventories an 
'accounts receivable totaling $40. 
|000,000 more. In addition, he 
| pointed out, “the ‘cutthroat’ com- 
| petition with which their own 
dealers have charged them, espe- 
cially in the sale of tires and 
tubes, is the subject of several vol- 
/umes of testimony at Congres- 
sional hearings, and caused intro- 
' duction of the so-called Ellander 
| Bill (S.1122) in the Senate last 
year to prohibit tire makers from 
selling their products at retail.” 


Workman Expands 


Workman Calculating Ser\ 
| Chicago, has added tabulation | 
| questionnaire results for agenc) 
‘and market research use to its 
list of services which include: 
| statistical and typing facilities 
|Milton Panitch, formerly assistan' 
|supervisor of the service bureau 
| of International Business Machines 
Corporation, New York, has been 
appointed operating manage) 
the tabulating division. 


Stanwyck to CAB 


Jay Stanwyck, 
manager and member of the ea 
torial board of C. E. Hooper, [n 
New York, and previously \v! 
Cureton Harris & Associates, ‘\e 
York, has joined the Cooperati\' 
Analysis of Broadcasting in tn 
newly-created position of « 
of all CAB reports. 
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Happy in his ATE was the wigmaker, who could 


disguise the damages of time and the deficiences of nature. . . 


and designate with a proper peruke the man of fashion, the 


aristocrat, the dignitary ... Much more difficult is The Inquirer’s 
4 y | 


assignment with the organism under the hair. 


Combing the myriad strands of news, parting truth from error, 


calls for more care and conscience than good coiffure . . . The 


editor must engage and divert, but eschew the dyestuffs of opinion, 


the pleasing perfumes of propaganda, the urgent unguents that 


gloss over gross realities ... Today fact is high fashion, accurate 
information indispensable to the well dressed mind... And = —— Si 
competent journalism is confirmed in the mirror of events, and | ———— 
public preference at the newsstand tomorrow. na UOT 


By appointment to today’s aristocracy of intellect, character 


and accomplishment, The Inquirer enjoys the custom of a large, 


comprehensive and discerning clientele in its city and state. The 


confidence of that clientele is the best asset of Inquirer advertisers. 


Further assurance is available in its advertising linage records. 
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Drop Costly Trade 
Practices, Housing 
Industry Is Urged 


Washington, Jan. 31.—Govern- 
ment housing experts maintain 
that the postwar construction in- 
dustry will build on a shifty basis 
unless it sweeps clean traditional 
labor, financing and marketing 
restraints, which allegedly have 
made housing a luxury item, com- 
pared with such consumer goods 
as automobiles, radios, refrigera- 
tors and electric washing ma- 
chines. 

Offering a goal of 1,250,000 
homes a year during the first 10 
years after the war, the National 
Housing Agency frankly admits 
that the housing bubble will burst 
unless the public feels it is getting 
as much for its housing dollar as 
it gets for the dollar invested in 
competing items. 

The housing field, NHA feels, 
suffers from lack of organization. 
With 20,000 building organizations, 
175,000 subcontractors, 20,869 
architects and 142,754 real estate 
agents, NHA believes that build- 
ing and selling procedure has 
fallen into so many hands that the 
mass production techniques prac- 
ticed in other fields do not appear. 


Functions Overlap 


“The production of each house, 
be it large or small, is not char- 
acterized by close knit, stable, 
well-defined or continuous oper- 
ating relationships, but rather by 
a large assortment of specialized 
procedures whose functions at 
times overlap and at times do not 
meet,” John B. Blandford Jr., Na- 
tional Housing Administrator, says. 

For the future NHA suggests: 
Break down local housing codes 
which prevent the adoption of new 
building practices and materials; 
eliminate unnecessary steps in the 
distribution of raw materials; 
encourage experiments with new 
materials and processes; keep 
housing costs in line with other 
costs, 

For one thing, NHA says there 
is entirely too little research. The 
exterior walls of a_ well - built 
frame house still involve 14 indi- 


vidual layers of materials for lack 
of a substitute construction proc- 
ess. Second most troublesome ele- 
ment, government planners say, is 
the labor and trade practices 
which insure the status of nu- 
merous middlemen and high wage 
rates. 

Discussing the high costs of 
housing, NHA points out that be- 
tween 1929 and ’33, wholesale 
prices of building materials de- 
clined only 19.2%, whereas whole- 
sale prices of all commodities com- 
bined (including building mate- 
rials) declined 30.8%. 


Wage Rates Rise 


From the labor point of view, 
1940 union rates were 42.4% higher 
than in ’21 and 9% higher than 
’2S. In comparison, the cost of 
living for wage earners and lower 
salaried workers in large cities 
dropped 18.5% during the same 
period. Seasonal character of the 
housing trade, however, consider- 
ably offsets these wage increases. 

According to government esti- 
mates, the delivered price of ma- 
terials for a $5,000 house, includ- 
ing manufacturing, distribution, 
transportation and profit, make up 
45.7% of the cost. Construction 
labor makes up 29.5%; contractor’s 
overhead and profit 12.3%, and 
land, 12.5%. 

Of the 45.7% item—the cost of 
materials—14.8% is classified as 
“cost of distribution.” including 
wholesaler and_ retailer profit. 
Here NHA would pare the capital 
investment by breaking down 
established distribution methods so 
that contractors could buy directly 
from manufacturers. 

According to NHA plans, 81% 
of the new housing will have to 
sell for less than $6,000 if it is to 
be within the reach of the public. 
Basing its estimates on a national 
income of $125,000,000,000 a year, 
NHA believes that the $60 monthly 
rental, necessary to finance a 
$6,000 house, is as much as most 
families will be able to afford. 
Actually many units must rent 
for as little as $30. 


62% of U. S. Paid $30 Rent 


On that point NHA declares that 
before the war 30% of the 27,000,- 
000 non-farm families had incomes 
of less than $1,000 a year and paid 
less than $30 a month rent. An- 
other 32%, earning $1,000 to 
$2,000, fell into the same rent 
group, with only 37%, with fam- 
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21 MICHIGAN MARKETS that can be covered only by 
the HOME DAILY NEWSPAPERS that serve these 


individual communities. 


Members of the 


MICHIGAN LEAGUE of HOME DAILIES 


Lower Peninsula Group 


For complete information phone or write 


SCHEERER & CO. 


35 E. Wacker Drive 
Chicago 1, Ill. 
Phone: STAte 7942 


441 Lexington Ave. 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


Member of the American Association of Newspaper Representatives 


ily incomes above $2,000, paying 
more than $30 a month. 

Given a favorable market—pro- 
gressive business and financing 
practices—NHA believes that the 
housing industry can sell 12,500,- 
000 new homes easily in the 10- 
year period. More than half that 
number would be needed merely 
to replace half the substandard 
units now in existence. 

“The disparity between the cost 
of housing and the capacity of 
families to pay for decent housing, 
is largely at the bottom of the 
housing problem,” Mr. Blandford 
told the Senate postwar commit- 
tee a short time ago. “This dis- 
parity is a reflection of the high 
cost of production resulting from 
the state of organization of the 
industry, despite the fact that 
those working in it are by no 
means well paid for their efforts. 

“The condition of tne industry 
fails to produce the funds and the 
drive for scientific research, stand- 
ardization and technological prog- 
ress commensurate to that obtain- 
ing in other fields.” 

In financing alone, NHA notes 
progress, with an appreciable re- 
duction in cost resulting from 
adoption of the long-term amor- 


tized loan plan and improved 
standards of appraisal. Elsewhere 
NHA expects trouble unless the 
industry is able to eliminate the 
flaws inherent in its make-up. 


Alley & Richards Now 
Serving Glaser Clients 


Alley & Richards tCompany, 
Boston and New York, has taken 
over all accounts formerly handled 
by Glaser Advertising, Inc., Bos- 
ton, by arrangement with Lt. Col. 
and Mrs. Louis Glaser, owners. 

Glaser accounts are Congress 
Sportswear Company; Gould Neg- 
ative Iron Company; Hotel Gard- 
ner; Keystone Mfg. Company, New 
England Coke Company, all of 
Boston; Allen Company, New Bed- 
ford, Mass.; Boston Envelope Com- 
pany, Dedham, Mass.; Hathaway 
Bakeries, Cambridge; Interna- 
tional Paper Company, New York; 
Edgar P. Lewis & Sons (candy), 
Malden, Mass.; Lightningpak, 
Newton, Mass.; New England Dis- 
tillers, Clinton, Mass.; Plymouth 
Rubber Company, Canton, Mass.; 
Rose-Derry Company, Newton, and 
Sterling Paint & Varnish Company, 
Malden. 
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LeTourneau Names Neff 


Roland Neff, formerly  trag, 
publication publicity director ¢¢ 
R. G. LeTourneau, Inc., Poor, 
Ill., has been promoted to may! 
ager of the public relations; ¢. 
partment. : 


To Diamond-Seidmar 


Diamond - Seidman Company 
New York, has been appointed {, 
direct advertising for Willian 
Bass, designer, and Radio Wire 
Television, Inc., peacetime mar. 
keter of Lafayette Radios, New 
York, and Cape Cod Shirt Com. 
pany, Fall River, Mass. 


To Harvey & Howe 
David F. Kronquist, formerly 


with Bauer & Black division off 


Kendall Company, has joined the 
New York sales staff of Harvey 
Howe, Inc., home economics coun- 
sel. 


Analysts Move 

National Analysts, Inc., Phila- 
delphia, has moved its offices to 
the Lewis Tower building, 15th 
and Locust Sts. 
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Construction Fell 
in 44, But Postwar 
Projects Multiply 


New York, Feb. 1.— Although 
new construction within conti- 
nental United States declined 


435% in 1944 to a total of $1,729,- 
753.000 the lowest level since 
1935—-the volume of _ identified 
proposed building projects has 
now piled up to $16,600.000,000, 
Engineering News-Record, Mc- 
Graw-Hill publication, will show 
in its annual survey and forecast 
number, Feb. 8. 

A large part of ‘American” 
construction in 1944, it is ex- 


plained, was done by our armed 


forces overseas. While no statis- 
tics are available on the total 
value of this work, it represented 
in new equipment and parts alone 
an expenditure of $800,000,000. 

Whatever the course of the war, 
Engineering News-Record believes 
that domestic construction volume 
in 1945 “should not fall below that 
of 1944.” 

In addition to the need for a 


| great variety of construction pro-| 


|jects in this country, as soon as 
| manpower and materials are 
available—ranging from industrial 
building and homes to dams and 
bridges—American engineers and 
contractors must play a major role 
in “rebuilding the world.” 


To ‘Candy Industry’ 


Henry H. Pine, former advertis- 
ing manager of Confectionery-Ice 
Cream World, has been named ad- 
vertising representative of Candy 
Industry, published by Food Trade 
Journals, New York. 


Tyson to McCall 


Ken Tyson, former account ex- 
ecutive in the Chicago office of 
Batten, Barton, Durstine & Osborn, 
and previously with Wander Com- 
pany, Chicago, and the Metropoli- 
ton Group, has joined the adver- 
tising staff of McCall’s in Chicago. 


Miss Allen Joins Ayer 
Evelyn Allen, who 


Company, 


formerly 
handled publicity for Gimbel’s, 
Bonwit Teller and Abbott Kimball 
has joined the public 


relations department of N. W. 
Ayer & Son, Philadelphia. 


Chicago Women Launch 
Ninth Jo Snapp Contest 


The Women’s Advertising Club 
of Chicago has announced its 9th 
annual sponsorship of the Jose- 
phine Snapp Award contest, which 
was started in 1937 as a memorial 
to Josephine Snapp, a former 
president of the Chicago club and 
vice-president of the AFA. The 
contest, offering a trophy for the 
greatest contribution to advertis- 
ing during the past year, is open 
to all women in advertising, re- 
gardless of club affiliation. Entries 
must be received by April 5. 

Applications may be obtained 
from the committee chairman, Es- 
telle Ryan, C. D. Bertolet & Co., 
30 N. Dearborn St., Chicago. 


Joins Central Paper 


E. W. Pitt, for the past 14 years 
general sales manager of Sherman 
Paper Products Company, Newton 
Upper Falls, Mass., has joined 
Central Paper Company, Mus- 
kegon, Mich., as director of sales. 


Chicago Ad Managers 
to Hear Railroad Men | 


“How the ‘Iron Horse’ Runs Its 
Public Relations on Three Tracks” 
will be the Chicago Advertising | 
Managers Club subject for a panel | 
discussion at its Feb. 6 meeting. 

Harry W. Frier, director of pub- 
lic relations, Chicago & North- 
western Railroad, will cover the 
individual railroad problem; Har- 
old M. Sims, director of public re- 
lations, Western Association of 
Railway Executives, will tell the 
story from the western angle and 
an explanation of national adver- 
tising policy will be made by Don- 
ald Ashton, executive assistant, 
Chicago, Burlington & Quincy. 


Ideal Sets Up Pension 
Employes of Ideal Publishing 
Corporation, New York, publisher 
of Movie Life, Movies and Per- 
sonal Romances, employed for at 
least one year, are now eligible 
for a pension plan providing an 
annuity based upon salary and 
length of service, payable upon re- 
tirement at 65. Life insurance is 


also included in proportion to the 
annuity. 


~\This is NO TIME to 


od 


The golden eggs of American industry have made this coun- 


try prosperous, and twice in a quarter century have helped 


save other nations from defeat. With a complexity of prob- 


lems facing our postwar economy, this is no time to theo- 
rize about some new egg mash. The whole world looks to 
the American goose to lay the golden eggs, and planned ad- 


vertising is one sure way to produce still more of them. 


So get your advertising program ready to shoot as soon as 


peace comes... and make Champion paper a part of it. 


NEW YORK 


MILLS AT HAMILTON, OHIO .. 


« GANDUN, NG. 


Tabiet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


- CHICAGO » PHILADELPHIA 


CLEVELAND 


BOSTON - ST 


*.. LOUIS 


CINCINNATI 


.. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristots, Bonds, Envelope Papers, 


ATLANTA 


For more efficient 
service to 
midwestern advertisers 
and agencies, the 
NEW YORK POST 
has established 


a direct office at 


539 NEW CENTER BLDG. 


Telephone TRinity 1-0622 
DETROIT 2, MICHIGAN 


Our Detroit 
representative is 
JOHN F. DENNING 
who until recently 


covered this area 


out of the 
New York Office 
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Australian Press 
Group Issues New 
Advertising Code 


Sydney, Australia, Jan. 11—A 
new code of advertising, based on 
the recognition that newspaper 
advertising depends on public con- 
fidence, has just been issued by 
the Australian Newspaper Pro- 


prietors Association to combat 
misleading or offensive copy. The 
group’s Accreditations Bureau, 


which announced the code, ac- 
credits advertising agencies for 


commission. 

| To make clear the fact that Aus- 
tralian mewspapers cannot. be 
“bought” editorially by any. ad- 
vertiser, the code emphasizes the 
|“newspaper’s vital right of com- 
plete freedom of expression” in 
ithe following clause: 

| “A newspaper shall not, as an 
|inducement to advertisers, commit 
|its editorial department (a) to 
|provide publicities of any kind; 
(b) to refrain from any criticism 
of the industry, enterprise, product 
or service which, in the public 
interest, may seem desirable.” 


May Refuse Copy 


The code stresses the newspa- 
pers’ right to refuse any ad. Sign- 
ing of the code by accredited 
advertising agencies will imply ac- 


A Nationwide Sur- 
vey of Radio and 


cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
MEW YORK 7. N.Y 


Electronic Techni- possible 


ceptance of this provision. Other- 
wise, the right to refuse advertis- 
ing except for unsuitability or 
space reasons might some day be 
challenged in court, it was pointed 
out. 

The code provides that adver- 
tising must conform not only to 
laws but to the moral code and 
standards, must not encourage 
undesirable ideas or forms of 
speech, must recognize its respon- 
sibilities as an influence on public 
opinion, and must be truthful and 
not misleading. It declares that a 
newspaper shall refuse to accept 
advertising it believes is untrue, 
or which misleads the consumer 
regarding the character, materials, 
ingredients, Origin, performances, 
price, value, uses, etc., of the mer- 


chandise offered, or the terms of | 


purchase and services included in 
the purchase. 

Similarly, the code imposes a 
ban on any ad offering a product 
that by its intimate nature is im- 
of presenting without 


offense, or which uses offensive, 
| indecent, gruesome or vulgar illus- 


trations or unpleasant or sug- 
gestive phrasing. It directs rejec- 
tion of advertising which is dis- 
paraging to a competitor, or which 


imitates a trademark, name, pack- 
age, label, copy, layout, etc. 

The code holds newspapers re- 
sponsible for checking testimonials, 
policing advertising which features 
competitions, and challenging in- 
vitations to send money or stamps 
to post office boxes. In classified 
advertising, births, deaths, mar- 
riages, etc., must be checked for 
authenticity. 


Seek Rate Card Clarity 


Other points in the code cover 
the labeling as advertising of any 
such matter in news form, and 
clarity in rate cards, order forms, 
etc. The following provisions have 
been made for proprietary medi- 
cines: 

“(a) Advertising must never 
claim to relieve, alleviate, prevent 


lor cure: Heart complaints, cancer, 


consumptive or lung troubles, 
rheumatoid arthritis, tubercular 
ailments, lost vitality, premature 
old age, prostate gland weakness, 
any glandular trouble. It must not 
claim to reduce weight. 

“(b) Advertising must not claim 
to cure, but may claim to alleviate 
or relieve: Asthma, bladder weak- 
ness, baldness, catarrh, deafness, 
duodenal ulcers, gastric ulcers, in- 


into these wares. 


“This desire for excellence applied to things, manners and 
character. It went into business and into churches, schools, 


charities and homes. It made Pittsburgh. 


“What about after-war plans? Pittsburgh believes that its 
old and tried way of doing is a good after-war plan. 
Pittsburgh does not expect a boom or fear a depression.” 


N dee a 


UNIVERSITY OF PITTSBURGH 


Sj 


REPRESENTED NATIONALLY BY 
HEARST ADVERTISING 


WITH OFFICES IN 


PRINCIPAL CITIES 


Chancellor, 


SERVICE 


. 


JOHN G. BOWMAN, CHANCELLOR, 
UNIVERSITY OF PITTSBURGH 


“PITTSBURGH 


“PITTSBURGH MANUFACTURES was a sign-board, 
more than a hundred years ago, prominent over frontier 
stores. The ‘Manufactures’ included clocks, shoes, kettles, 
nails, scythes, plow irons, glass, crocks, spinning wheels 
and cloth. The sign was a guarantee of good material and 
good craftsmanship. Integrity and imagination, aleo, went 


ee) 


does not expect a boom 


-.. or fear a depression” 


Cathedral of 
Learning, 
University of 
Pittsburgh. 
World's tallest 
school building. 


Advertising Age, February 5, | 945 


CRUX OF CASE—These are the cough 

drop packages which figure in the jn. 

fringement suit filed by Cocilana, inc, 

against Luden's, Inc. (AA, Jan. 29), 

seeking damages and an award of 
profits. 


— 


digestion, piles, rheumatism, stom- 
ach ulcers. 

“(c) Illustration must not be: 
Diagrams or X-ray plates of the 
human body, other than the head 
and shoulders, hands, feet, includ- 
ing leg to knee.” 


Britons Optimistic 
on Postwar Future 


of Advertising 


New York, Feb. 1.—Advertising 
will play a larger part in the post- 
war period, even under a planned 
economy, declared British adver- 
tising men on a recent “BBC Free- 
dom Forum” broadcast from Lon- 
don. Participants included Ceci] 
King, advertising director of Lon- 
don’s Daily Mirror; A. Everett 
Jones, director of Britain’s Adver- 
tising Service Guild, and W. Shel- 
ton Smith, director of public rela- 
tions at the Ministry of Food. 

The British experts pointed out 
that they knew of no attempts on 
the part of government to influ- 
ence policy, even though more 
than 20% of Britain’s current ad- 
vertising is for the government 
Mr. Smith explained that the press 
has been used extensively to ad- 
vise the public on wartime prob- 
lems, which has met with favor- 
able public reaction. 

The forum disclosed that the 
quality of advertising has risen in 
the war period, attributed in part 
at least to demand for the smal! 
available space. 


Continental Holding 
Gin Schedule Steady 


While at least two other large 
distillers are curtailing media 
schedules for gin (AA, Jan. 29), 
Continental Distilling Corporation, 
Philadelphia, is maintainng its 
current magazine list for Dixie 
Belle gin and has added five others 
Additions to the list are Argosy, 
Outdoor Life, Outdoorsman, Satir- 
day Home Magazine and Sports 
Afield. Newspaper, car card and 
outdoor campaigns are also being 
continued. 


Glenmore Names Murphy 

Walter E. Murphy, formerly) 
sistant sales director of T 
america Corporation and a meme! 
of the Tobacco Industry Advisory 
Committee in Washington, as 
joined Glenmore Distilleries, 
Louisville, Ky., as sales promo 10n 
manager. 


AS” 


“He says he wants to 
televised over WF DF fk 
after the war.” 
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K* ES left! See Mrs. W. G. Snapturtle hand- 
ily winning the Ladies’ Day Bicycle Race! 
... Eyes right! Why, there’s Sally Smith*, 
the “‘forgotten 50%’ of the women in this 
scene! | 


Sally is often forgotten like that! She stands 
for the 50 per cent of American women who 
find service magazines uninteresting—do not 
see advertising there. Yet Sally is “forgotten”’ 
by many a manufacturer who thinks that his 
market begins—and ends—with service mag- 
azine readers. 


2,676,000 Sally Smiths a month buy Dell 


Modern Magazines. They’re young, beginner 
housewives, with buying power closely equiv- 
alent to service magazine readers. But their 
brand preferences are still unformed. They’re 
anxious for buying guidance—and much more 
likely than service magazine readers to be in- 
fluenced by your advertising. 


Are you relegating Sally to the “Forgotten 
50%” of your market? Reach Sally —NOW— 
with the story of your product in Dell Modern 
Magazines. 


DELL PUBLISHING COMPANY, INC. 
149 Madison Avenue, New York 16 


THE ONLY WOMAN'S GROUP WITH Z& MAGAZINES OF OVER 1,000,000 COPIES EACH! 
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Wartime Success 
of Export Copy 
Gets U. §. Praise 


Washington, Feb. 1.—An official 
account of the role played by ex- 
port advertisers in helping friendly 
Latin American newspapers 
through the most difficult days of 
the war is set forth this week in 
“Foreign Commerce Weekly,” De- 
partment of Commerce publica- 
tion. 

Written by William A. Ander- 


son, who organized the advertising 


|unit of the Office of the Coordi- 
|nator of Inter-American Affairs in 


1942, the article recounts the con- 
tributions of the export trade, and 
ends with a discussion of the po- 
tentialities of the new Latin 
American middle class as a mar- 
ket for consumer goods. 

Coordinator Nelson Rockefeller 
called in the advertisers “to help 
by normal means a press threat- 
ened with serious loss from the 
curtailment of advertising.” A 
secondary purpose was to have 
business itself tell the story of its 
war effort. 

“CIAA recognized that one prac- 
tical means of contributing to 
freedom of the press is widely di- 
versified advertising,’ Mr. Ander- 
son writes. “This advertising pro- 


Special Editions, sections, pages are sold solid 


and sovidly on an. insured program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


vides an independent source of in- 
come that sustains but cannot con- 
trol the publication of news and 
editorial expression. 


Might Have Halted Ads 


“The program undertook to per- 
suade United States business en- 
gaged in trade with Latin Ameri- 
can countries to maintain its ad- 
vertising at a time when ordinary 
commercial caution might have 
justified withdrawal. 

“Maintainance of such advertis- 
ing schedules had ample warrant 
commercially, since it provided a 
means of preserving good will for 
trade names and dealer relation- 
ships until normal business might 
be resumed. Nevertheless it is 
most significant that management 
in responding to the plea of the 
Coordinator was largely influenced 
by patriotic motives. 

“Some important advertisers 
temporarily abandoned the mar- 
ket. Some smaller ones could not 
afford to continue. But in general 
the response was immediate and 
highly successful for the purpose. 
All those who have been con- 
tributing by maintaining schedules 
and donating time and space have 
good reason now to feel that they 


have helped in the progress of the 
war.” 

Mr. Anderson, who has served 
with such agencies as N. W. Ayer 
& Son, Arthur Kudner, Inc., and 
Maxon, Inc., on major national, 
industrial and consumer accounts, 
reports that Latin American bill- 
ings in 1944 reached $16,000,000 
compared with the critical low of 
$8,000,000 for 1942. “Appropria- 
tions continue to mount,” he says. 
“If normal trade conditions could 
be restored and no limitations im- 
posed on newsprint, the increase 
might be spectacular. 

“Not only have the leading pub- 
lications of Latin American coun- 
tries survived the initial economic 
crisis, but with rare exceptions 
they have been vigorous and 
steadfast in devotion to the cause 
of the United Nations. This soli- 
darity has proved to be a major 
strategic reverse to Axis aims.” 

These advertising messages cre- 
ated confidence in eventual vic- 
tory, Mr. Anderson declares. They 
resulted in contribution of essen- 
tial war materials, fighting ships 
and combat troops against the 
enemy. 

Interest in the Latin American 
field stemmed from top manage- 


‘They just walked in and said- 
SOLID Cincinnati reads The Cincinnati Enquirer.’ ” 


‘Look, mister, the big thing ts that 


The most readable newspaper in Cincinnati. Pick up a copy. See 
for yourself. More features. Better features. Crisp news editing. 
Streamlined. Fasy to read. Constantly checked by reader sur- 
veys. The Enquirer is the newspaper that reflects...and appeals 


to. 


..the solid, substantial, thinking people of Solid Cincinnati. 


The Cincinnati Enquirer is represented by Paul Block and Associates 


Advertising Age, February 5 


ment, he says. Competitive facto,. 
soon renewed demand for th: 7 
ices of the Department of 
merce which had been cur‘ aileg 
for security reasons. Many ney 
enterprises — new publica io. 
catalogs; information services, aq_ 
vertising agencies and branches 9; 
established agencies — cam< 
being. 

“Interest in Latin Americay 
countries is no longer confine 
the traditional centers of int 
tional trade. To these have | 
added extraordinary develop 


lents 
on the Pacific Coast, in the Gul 
cities, the Mississippi Valley, the 
Midwest and New England. One 


of the most effective exhibitions of 

Latin American advertising was 

put on in November last by the 
Associated Printers and Litho. : 
graphers of St. Louis. Similar ex. d 
hibits and trade clinics have bee ' 
held from Boston to Los Angeles.” Q 


Fight Foreign Propaganda 


Mr. Anderson then describes the 
work advertisers have done to 
fight anti-American propaganda jn 
Latin America, which alleged that 
inflation there resulted from profit- 
eering by American firms. 

Turning to postwar possibilities, 
he writes: “One of the most sig- 
nificant recent developments in 
Latin American countries has been 
its industrial awakening, signaliz- 
ing the emergence of a rapidly in- 
creasing middle class, relatively 
prosperous, and interested in the 
kind of goods which are character- 
istically American.” CIAA motion 
pictures, showing this middle class, 
| have been an eye-opener to busi- 
|ness men, he declares. “It is evi- 
| dent that the Latin American mar- 
ket is going to be of great and in- 
| creasing importance,” he predicts 
| “Two years ago we spoke of a 
| billion dollar a year backlog of 
| favorable trade balance that Lati: 
American countries had built uy 
Now the figure has been advanced 
to three or four billions. It will 
be a mistake, however, for Ameri- 
can manufacturers to figure that 
they need not advertise in this 
|market because shortages have 
|created a vacuum into’ which 
| American products must pour. The 
vacuum may be filled from many 
| directions.” 


Jones Frankel Adds 
Accounts, Personnel 


Jones Frankel Company, Chi- 
|cago agency, has been appointed 
to place advertising for Borg- 
Erickson Corporation, Chica g: 
manufacturer of home and indus- 
trial scales, and Rho-Jan Vanities 
of Chicago, maker of plastic com- 
pacts and cigaret cases. 

Virginia A. Mazurk, formerly 
with Patton-Hagerty Organizatio! 
Chicago, as copywriter and pro- 
motion production director, 
joined the copy staff of Jone 
Frankel Company, and Pau 
Davies, recently with the Marin 
| Corps, has joined the agency as 2! 
illustrator. 


Resumes Mattress Copy 


| Spring-Air Company, Holland 
| Mich., manufacturer of Spring-A 
| mattresses and box springs, is re- 
|suming its national magazine ad- 
vertising in March. The compan; 
| will feature postwar products in- 
| cluding a special 80-inch matires 
j}and box spring to accomm< 
| taller people. 


| 


Timken Names Yezbak 


John J. Yezbak, director of th 
|news bureau of Timken Rul 
| Bearing Company, Canton, O 

been promoted to director of 
| lic relations. 


——— 
| BJAMES A.GREIG & ASSOCIATES, |"°. 


407 SOUTH DEARBORN ST. CHICAGO 5, ILL $ 


P| es 194; : 
| a | 
' * “ ee 
| 
| | | 
| a _ 
4 | 
| | \ oss ———V—__ 
; Ls OLD! sou: eT EY ENS ~ 
? | 1 
; SE a 
— ee cerning RN oo ———_ 
4 Renee | eee ' % 
_ =e ae 
| jaa | | 
. | : fe | 5 } | 
' | aie eT) 4 oe" a oa 
j & ) } j { ‘G \ l% 5 me y ‘fea 
| ( TAC ft i : 5s: 
: foey |) Ue Oe , 
: i | | | : - Ww « : a \ | 
awe € “\ pA oe / ) ie ay 
. § eo i e ee. kL ~~ ae - sf -_ = \~ Ie \ i? 
a i yy ee vs es,.° # — Nee LS Les 3 | —~\y y) , 
ie i . : er. . Ae rey ‘ . << X ”) 
4 = . _ : ‘ | dae “: ~ Be 4 A 4 ~ 2 ae 
| 5 aN ’ sal a ¢ eae + ea shes, Bap, ae — 
| °°. ae os. ws ee, 
: =. c: Ve ba td % a ers f Bie 
‘ \ A - : . r te “a a \ ee a : - t “vy 
j | ' . a " — oy jy a) mae ; h a 
7 —. et TE LSS Co ; 
¥ Pe be : ; ena “ om | .* ; ‘ a z 
3 . > ality * : a ae ; ; ae te ; PP 
| | | " ™ , | . | ae 
* sy _« " = ies 
. : ; . See ae ps is , put 
NA / $3 
ae rm ee 
| _  . aivsash 
ee | 
7 ee | 


1 profit- 


bilities, 
ost Slg- 
ants in 
as been 
ignaliz- 
idly in- 
latively 
in the 
iracter- 
motion 
le class, 
0 busi- 
is evi- 
in mar- 
and in 
redicts 
ke of a 
kKlog of 
it Latir 
uilt uy 
lvanced 
It will 
Ameri- 
re that 
in this 
; have 
which 
ur. The 
1 many 


- Chi- 
pointed 

Borg- 
L\Ca gt 

indus- 
Tanities 
c com- 


yrmerly 
izatio1 
d pro- 
yr, has 
Jones 
1 Pau 


“Umbrella Goverage’ 


for the whole Philadelphia area 


Remember this: WCAU is more than a 50,000 Watt station; 
it is a 50,000 “Free Watt” station. Its 50,000 Watts are not 
shielded or directed into a rectangular pattern to avoid inter- 
ference with other stations on the same channel. WCAU’s 
50,000 “Free” Watts surge out in a great tidal wave of power 
in all directions over a clear national channel giving “Umbrella 
Coverage” for the whole Philadelphia area, and reaching many 


adjoining states besides. For full coverage use WCAU’s Umbrella. 
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CBS AFFILIATE 


PHILADELPHIA’S LEADING RADIO INSTITUTION 


: > gis, -— eee Sic ee = gard pina : : i : : “eae cts : : : 2 BY “ rs nore | ’ 
. Se Res BSR Se SERS Se : >: Soe ¥ 
5 . SS § Ne es eS ee ; SS ; Sa ap 
« 1945 : Sees SS = SRS SRR RSS eases aS Ree ; Se —_— 
SR SS RS BAERS RR ea Ses : See 4 
ee Se ee SSS SERS SSS ik es oes : Besse r 
- LaCtors Sh SRR ee Ss SSSR SRR Ss Sc % mm ae ' 
he ery. Se ER Ne SSS ee ees 
SSS Seepage ea Ricans on seeds San ses a Me = : Sees, ir 
f om- Se es SO Soars SMe Ea 8 7 
1) : SASS ee Gees oe SSE Sea ee Se ee ag 30 ~ Say 
Ul illed SSS ES Res Sea aes a SS ees a 
ny ney : 5 Rae a SS SRS Renna see aes rs of 
. M Soak Se See Soc te ae a Da 
1C; Ons ae SSS Sea ss S Seas sea % s ea 
mt, % : Rr RR Pee SS < : So 
ce ad. $ SSsuetees Sees See ek 3 >» 3 : x « 
AC! 25 of . . aS : Saas . : : si o 
ME into & cee Re : ‘ : hs 
: tates oN 2% as % .. * ~ 2 oe 
: Sask Sas a : ‘ es . : a 
Merican See Sse Sine See 2 3 ony i ah 
fir d 2 Ses RS a Re SN eg a ea oR” ae 
ANd to SS a a 
int Koa teem patos Sik ut. a “Be i es ae en I a . ‘ nese 
verna- S sass ; Soe i ie. ais Migs OG sad ne ee Ba : Bee 
. 2 oe ae : Be = poe ASAE.’ : * ty Soe ies. a ee ee ; Bier 
ve been co 3 a cl tt Pe - ae ee ‘ : Bs 
See af a 2, Take ga Sa we S! ig x ee er so te Hy, : = 
2p lents Soe j eee = ae ae ‘ee Fae SN : “mS = ea ~~ Pas Sr re -_ 
‘ ewe Mes elie at tr 5, ete i eG Sie oo ht ee i a : > : : ee 
he Gulf Sea ee er = a ae a eal mA Re : » . See : a 
le) ’ the OS a ¥ ad ag : ais Fi i ‘ah li eA ait es ‘sete aa : ’ ‘ , \ : 
; ee ee ts 7 Bite Av sae i was ve ie : = ; : ts sae , s 3 = 
. a ee ORE 7 i 7 OF a an ac. . A, bs a . : z RRA? Past ae 
ti —_ ae BOM eg he en a se ; ROSS ER ee Bes titr 
Lt1ONs of Seal ae , Ny es re eee, a . Risa . wer ee 2 ee NSS %& & eS Se Bes * 
ng Wa ag & am ~ Aronian ne Uo ct > Re P s oe 4 2) ae by ok 5 = Ss : . 
as Mee | Rt: oes on lo en he ee ; % See Rea Sa ‘ 
by the Pes Ge : : 3 iia tee . So ie 
ile . 3 a ae , ’ -* allan $ : a get SSS ae ee eee 
mear ¢x- : ‘ a ; if — P Se oa seam 
} 5 : % mam - % . Be Sates Sa ret 
ve been i aia ‘ a 2 a a 
1 ” ‘ . 4 ee < Se gag Soa Sask ae 
ngeles % % “i : 3 _ P % 7 : a ‘ bas a Se foe 
£ mee a Sag \ ae eee at 
nd: : * ‘ — § ee < ee oa 
a 3 : a Fe cas Bs : pias 5 a 
% sal a ee : BS Be 
+ « ae es Sek Se Bassai 2 >. z SS 
be S th % ea: pa hg ae tat 4 ? : See .S 
} 5 we 3 se ea 2. Ss % . ai, % Beene ; 
ea . 3 Sa : pa ccc " : ‘ gee ‘ 
one to oe Be % Bie ¢ e ‘ 
anda in ea a . 1 coos ea. a = 
ee ~ S ai al RR aR aaa: = 
sed that Eee py eat ees ee é aed aaa 
‘i oe : as. wee” ey Ba a al 
; +2 ae eg £8 Bs ee os ee NE me Ss ee . o Soe oe. 
2 aaa Sree to em SNe ee ae ee ~ See : ee 
Be ee %y tier eR = Ce 4 Bee aye eae wee TN aig eS Soe aaa 
_ pa aes. aR een a aa 4 AO Se oe 
Rae gn eres Sones. RR a : Br a x . oe ie A ele sb: ; 4 
RE Sh ae ee ca 7 >. oo eS ae ee eS Ba : “ Pi 
‘ See Se cee : De Gah: Rae era a ee IRR ae reed 2 ees ee 
= Pes sis ; Er “ a : >) aa pase ee ro ee ya Ses F a 
5 CE aS ea, ef Sa a as atin eas > Be er ees ee oO ae J Sa ip 
eae os i a gall pee aie rae, Re Sc Sees ae SS —— eee ee eas — 
: 4 Agee, TE a a a Fs. Bk ip + © ak ia ~ ae Sees e 
Se Pipe. ek. ne ORES Rees RT Ti =.» on 1 =i as: a eae or Se 
ae Beg is PA SO ee Se “ONES A ee SBE ES. 3g. ee ae ae 
“s Bunter et OS RS. SOR RS ee cee Socal Sa Yona 6 Pe eee eS. As ois et 
Be eek OAR ee Se ee a 2 SO SES: le ata RP a i ore: 
Pt ee oS Ei i eee ES ee as a, oT sg ei te ee SS ees ee 
4 Ten i a a aR a ese 3 ene RS SS a Se a > ae i Bahra ani 
te a &, REESE RS: So Seen ae Oe Rh > 2... , Re es Schone 
P " eS Mes So | eee bin, saat es oe is, SS ee aS Re as AMS Been cettins 
: Wee. Se Ee —  g SC a ag ee * SS ne os Bee 
| i OO oile 5 ee Boe ee oe Sia oo. 
ic a re ee a | rr : gaa : ONSITE SS: eae a peetctas 
_ P agi SS BERNER Gaara ior SS eee. a Soa aan 
A eR RS en MEER MERC RN a : Be aie ao, ae Seam pana aaie a, 
; Pilea ces oe © SEs RSet: same Se ae ee a a er a Rea eee ae ee laa | 
Ng oe ee eo en ee ee ae ae aS “are 
BAY lth war SS i we ae Sy. ee Seas : : 
igiieecc ie ous. Sea a Pears a aa ae i ee eS } hs, 
hinges WS SS RRR eat ee gee: aoe or a B ¥ x 3 % t Biss cauasccn a j 4 
ges ee ar aa eos Se Ss Be seers i, 
4 %, , 
3 ae 
ey: 
- 
| a 
ne 
‘ | ee 
| . 
ee | | 
P ' 
iia, 
a 
—s 
ps” 
Bee 
at, 
. it 
ene. * 
Ma lI : a 
y as a 7 
—_— 
Opy a 
folland S 
ing-Ail = 
» re- aa 
ne ad- Be 
ae ieee 
mp all) he 
ce 
ct in- hiss 3 
la ttres: ae 
modate § 
ak = 
el 
£ +h ae 
of the Es, 
Rolle Ps 
a 
6) as ae 
. a 
sf 1D- {oir 
i be 
ES 
— | 
= ae 
oi ox 
{ A 
" a vA 
| 
“ zo 
’ ee ° # 
; 1 P. 
“ 
b, 10. 
LLIN O'S 
— 
RRO ORR TI RR PRE A TT TT SS A 


oe 


es ten 


a 


It ‘Hits the Spot’ 

To the Editor: A™ Providence | 
Journal envelope yesterday 
brought ADVERTISING AGE’s Pony 
Edition No. 5 my way and since it | 
came, coincidentally, only a couple | 
of days after I had written home | 
requesting that a couple of trade 
publications be mailed to me, it 
“hit the spot.” It didn’t, of course, 
take any detective work to con- 
clude that the sender was a chap 
with approximately the same name 
as my own. 

Personal correspondence brings 
news of home and family but there 
isn’t a great deal of material avail- 
able that keeps one in contact with 
business. For that reason 
pony edition is more than welcome 
and future editions (which I hope 
won’t have to tour Europe before 
catching up) will be a helpful fac- 
tor in keeping up with trends and 


This department is a reader’s forum. 


the | 


ee Bde % 


achieving that “happy in a discon- 
tented sort of way” feeling 
eventually manages to acquire in 
the Army. 
It’s a fine job and many thanks. 
Prc. FRANKLIN A. HURD, 
c/o Postmaster, New York. 
P. S. Three “art conscious” 


one | 


|EM’s have placed bids for the | 
|‘*Raleigh Girls” believing that a| 


|foxhole in Germany can stand all 
the ornamentation that is avail- 
able! 


Likes Last ‘Minute News 


To the Editor: I was interested 
to receive your letter concerning 
the method by which ApvERTISING 
AGE is prepared. it certainly is an 
outstanding achievement for a 
trade publication to hold its 
presses for last minute items the 
way you manage to do, and I read 
my copy of ADVERTISING AGE with 
much pleasure each week because 


I know what I read is last minute 
information. 

In these times especially, it is 
of inestimable value to an adver- 
tising executive to have last min- 
ute information on shortages, gov- 
ernment rulings, and so forth. 

PHILIP LIEBMANN, 

Vice-President, Liebmann 

Breweries, Inc., Brooklyn, 

mM. YX. 


7. | 


Bluster and Bluff 


To the Editor: I am enclosing 
a photostatic copy of the two sides 
of a German propaganda leaflet, 
picked up behind our lines in 
France by my son and sent home 
in a recent letter. 

Since everybody to whom I have 
shown the original leaflet-—mostly 
advertising and sales people—has 
been keenly interested, it occurs 
to me that it may prove equally 
interesting to readers of ADVERTIS- 


CHICHEN MONEY pays for 
these Fine Feathers 


dress designer 


Here's where many a famous 


. 
comes up against some of Iowa's amazing 


facts of life! Here's what happens to the egé 


money — the hog money — the 


- ,. 
that springs from lowas 


land. It's spent in URBAN lowa—on hetter 


frocks, top érade cosmetics, fancier Groceries, 


higher quality 


to the tune of more than three quarters 


rich, black farm 


home furnishings. Spent 


corn money — 


Covered 
by 


of a billion a year in retail sales alone! 

Yes, urban lowa rates as one of America’s 
Top 20 cities . . . because The Des Moines 
Register and Tribune covers urban lowa. 
Packages it... ties towns and cities together 
into one compact, profitable market... delivers 
state-wide coverage of your best prospects. 
Put this urban gold mine high on your list — 


for today and for the postwar years to come! 


Metropolitan \owa- 
THE DES MOINES REGISTER anv TRIBUNE 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


ING AGE. If you agree, please use | 
it with my compliments; if you 
don’t, your wastebasket undoubt- 
edly has room for one more unso- 
licited contribution. 

Anyhow, read it and see if you 


|don’t agree that here is another! ice on many newspapers’ 


;one ad 


Advertising Age, February 


Another thing—if, as it «yg j, 
the latter part of the ari |e ; 
took several weeks to Comp): ‘e the 


job on the readership sur\ey 4; 
in one newspaper hoy, 
could you put out a monthl sep 


No 
YOUr soaked kit on ine’ ” 
We will give you » 


entangiemen 
hearty welcome! 


Not only pillboxes an, 


will id barbed wire 


@wait you, but an unshakable 


often before broke 
Nn stee!] 
es Y to do our utmost. 


fine example of the inability of the 
Nazi mind to comprehend Ameri- 
can psychology. Starting out with 
honeyed words, the writer quickly 
turns to the typical Nazi weapons 
of bluster and bluff. The effect, 
as my boy put it, is just to make 
our fellows feel a little bit more 
like getting in there and cleaning 
the whole .thing up. 
H. H. OHLMACHER, 
Meldrum & Fewsmith, Inc., 
Cleveland. 
+ v 


Decries Inclination to 
‘Write Ads for Prize’ 


To the Editor: I am sending the 
following letter to the Newspaper 
Advertising Executives Associa- 
tion: 

The article entitled “Media Man 
Urges National Ratings on Ads In 
Dailies,’ carried in the Jan. 22 
issue of ADVERTISING AGE interests 
me, since it covers the utterances 
of a fellow-sufferer. 

For some time I have suspected 
that our industry has researched 
itself into a stupor. This article 
just about convinces me that it’s 
true. 

It is my firm belief that the 
great trouble with most of our 
advertising today is that it is de- 
signed more with the idea of 
standing up under the fire of the 
art critics, rating bureaus and 
analysis experts than the all-im- 
portant idea of doing a job for the 
advertiser. In other words, every- 
one is trying to outdo everyone 
else on the scoreboard rather than 
do an intelligent job for his own 


client. 


would pay the salaries of the 
100,000 people required to do such 
a job? Where would you get the 
people? 

In writing you, I have no desire 
to start a squabble but medi 
people are naturally curious soul 
and I am interested in how much 
careful thought is behind | this 
situation. 

Monty Mann, 

Vice - President, Tracy - Locke 

Company, Dallas. 

[Editor’s Note: Do other admen 
agree that an eye on the “score- 
board” may mean an eye off the 
sales ball? Comments will be wel- 
come. | 


, J 
Produces Waste Paper 

To the Editor: Since its incep- 
tion about a year ago, this com- 
mittee has felt that the backbone 
of a successful waste paper cam- 
paign was based on a regular and 
steady flow of paper through the 
normal trade channels and we 
thought that you might be inter- 
ested in the current phase of our 
activity. Expressly, it is idea N 
13 from the Evening Bulletin’s 
“57 Ideas” leaflet. 

The enclosed story of Mrs. Spic 
and Span was developed because 
of the need for a_ better and 
quicker way of getting the trash 


collection story across to Mrs 
Housewife. ’ 
Conferences with Magistrate 


Gilbert of the Trash Court, Ser- 
geant Anderson and members of 
the Sanitation Squad, with Chief 
Corning and inspectors of the Bu- 
reau of Highways and_ Street 
Cleaning, with Mrs. Craig of the 
Cleaner Streets Committee, and 


Get ready for SALES! 


Start RIGHT in rebuilding and 
relaunching your sales force 


Here's just the book for quick brush-up by sales managers 
long i 


and training supervisors who've had a 
concise, complete manual of fundamentals— 
all the points you want to remember, in 
training them, and guiding their work. 


Just Published 


f BASIC PROBLEMS OF 
SALES MANAGEMENT 


By FRANK LACLAVE 


how to attract good applicants 

how to analyze the application blank 
effective methods of presenting train- 
ing intormation 

what to put in the sales manual 


ype Pe 


rest—a _ crisp, 
a sure guide to 
taking on men, 


118 pages 
only $1.25 
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re-editing and publication of the 


12 basic variations of sales compen artic from Printer’s Ink is a 1 

sation course giving time-tested solutions. It 

laying out territory equitably everything from hiring and graining to 

18 stock customer dodges and how contests, from compensation problems 

én. ene’ dias ventions. It gives you a check-list of t 
key-points of effective management; it 

controlling factors in handling ex tested, sales-producing methods. 
pense accounts 
; : n } 

“ — of the automobils See it 10 days FREE — Send coup 
pense Pp c a Gi a eee a ks Ge ss ls es aT 
how to get cooperation on reports ‘ 
the what and how of Writing to McGraw-Hill Book Co., 330 W. 42nd St., N. 
salesmer Send me LaClave’s Basic Problems of Sale 
12 Navs t I utting the adve rtising : 1 a aan a on ny Ae ne ~ be pe 
story across book postpaid (Postage paid hi 
10 ways to make sales meetings in 
tere ing Name 

king sales contests effective 

e are the kind of practical Address 
covered—-with just the pertinent, 
enced comment you need—to ( ind Sta 
ke sure nothing is overlooked, to 
fundamentals that are as Position 
sic today as they were 10 years 
help you get into smooth stride Company . ‘ , Ag 
1 high productivity as quickly as Books sent on approval in United State 
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wit) Mayor Samuel ironed out the 
ie:. ils of picture and text so that 
they would be factually correct. 

©ifteen thousand copies were 
pri ted and given to the Sanitation 
Squad for trial. The results were 
ex cllent. They say that by hand- 
this circular to the house- 
er and talking only a minute 
vo, they are able to make the 
cit trash disposal plan clear. 
Fo. merly, it took squad members 
f five to 20 minutes to explain 
ho. trash and waste paper should 
be prepared for collection. Chief 
Corning says of this cartoon leaf- | 
let, “It is a very constructive piece 
of ork.” 

J.ast week Philadelphia public 
and parochial school children co- 
operated in the citywide distribu- 
tion of “The Story of Mrs. Spic 
and Span,” each taking a leaflet 
home. The Waste Paper Salvage 
Committee believes this circular 
will help householders to avoid 
arrest, keep streets cleaner and 
properly handle more waste paper 
for war. 

Mayor Samuel states, “I believe 
this “Story of Mrs. Spic and Span” 
will enable patriotic Philadel- 
phi ans to keep their city cleaner 
and will help materially in send- 
ing more waste paper to our Phila- 


The Story of Mrs. Spic and Span 


aa Me ¥ 
iy Comat - : Apne: a ¥ ~ 
~ A wt 7 
creer 


ol 


Go on wo pep © & Sse 
esse se 3, == 
f SEAT? H 
~ A id —— 
fh! (N {{ set 
2 Lc LI [om 
y _- te 
r =< — 
a, 
co 


delphia mills which are in con- 
tinuing need of this raw material 
to meet the military demands for 
war containers. The school chil- 
dren are certainly to be thanked 
by all Philadelphians for their 
part in distributing this fine civic 
appeal.” 

Cranston Williams of the Amer- 
ican Newspaper Publishers Asso- 
ciation writes, “If all communities 
in the United States did the job 
like Philadelphia and the Bulletin, 
doubtless we would reach the goal 
of 8,000,000 tons in one year and 
have some waste paper to spare.” 

Mr. Thomas Cathcart of the 
executive committee of the U. S. 
Victory Waste Paper Campaign 
says, “Thank you very much for 
your letter and copies of ‘Spic and 
Span.’ I don’t wonder that the 
mayor was enthusiastic about it 
and I am sure that it will be a 
great help in your waste paper 
collections.” 

Recent letters to the editors of 
Philadelphia papers indicate the 
timeliness of this distribution. Also 
enclosed is a mimeographed letter 


sent to all Philadelphia waste 
paper dealers who we feel are 
a very important factor in any 
first class waste paper salvage 
drive. We believe that it is this 


kind of cooperation with our waste 
paper dealers that has enabled 
Philadelphia to attain first place, 
on a per capita basis, in waste 
paper salvage in Pennsylvania. 
L. K. Boutin, 
jusiness Manager, Philadel- 
hia Waste Paper Salvage 
‘ommittee, Philadelphia. 
v v v 
K-eping in Touch 
o the Editor: You may be 
rested in the following com- 
its I received about your pony 
& tion of ADVERTISING AGE—one 
im Italy, one from France and} 
from the South Pacific. 
For some time I have intended 
‘rite and thank you for sending 
the servicemen’s pony edition 
ADVERTISING AGE. There is} 
‘+h for me to learn in the field 
advertising, so much that it 
ost overwhelms me, but I am 
ermined to study it seriously 
find out all I possibly can 
le out here. It will probably 
1d me in good stead when I get) 


in a position where night school! keep in touch with advertising.” |}oughly enjoyed. 


will be available.” 

“Each copy of ADVERTISING AGE 
you send is read and reread. They 
do a fine job and make each page 
interesting and even entertaining. 
When I finish with it I pass it 
along to some friends of mine here 
at headquarters. They appreciate 


| your thoughtfulness in sending it 
|/as much as I do.” 
“Thank you very much for send- | 


ing me the pony edition of ADVER- 
TISING AGE. I appreciate it very 
much, and it is surely helping me 


I am sure many servicemen will 
‘be grateful to you for ADVERTISING 
AGE. 

OTTo KLEPPNER, 

The Kleppner Company, New 

York. 

, 2 F 


Likes Pony Edition 


To the Editor: I would like to 
thank your organization for the 
pony editions of ADVERTISING AGE 
that you mailed to me when in 
service. Every copy was thor- 


Recently I was honorably dis _| Joins Western Agency 
charged from the Army and I ol Kathryn Dennison, formerly of 


once more with the display de- | the Cedar Rapids Gazette, has 
partment of the Herald-American,| joined Western Advertising 
CLARENCE J. IVERT, | Agency, Los Angeles, as copy- 

Chicago. | writer and layout artist. 


Olian Boosts Thomas 


Harold Arthur Thomas of Olian 
| Advertising Company, St. Louis, 


Magnavox Opens Office 


Magnavox Company, Ft. Wayne, 
Ind., has opened a new manufac- | 
turing, sales and service office at| has been appointed a vice-presi- 
737 N. Michigan Ave., Chicago, | dent in charge of merchandising 
under the direction of Ray Olson.| and new product development. 


MORE POWER 


NEW SOUTH! 


More power to today’s New South . . . yes, 
more—for 28.45°c of the nation’s gain in 
electrical power output in the last four years is in 
today’s New South—and, 38.65% 
of wired homes is in the New South! The postwar 
era will see Holland’s South leading the nation 


28.45% 


with the biggest expansion ever known in the use of 
electricity. In electrical refrigerators alone, there is 
an estimated national need of over 4,000,000 boxes— 
and more than a million of those refrigerators will @ 
be demanded by the South! Postwar competition F 


will be keener than ever 


time to start selling the South . 
it is through Holland’ ie | magazine of today’s 


New South. 


Hollands 


the DIRECT LINE to the 
POST-WAR Electrical South 


Holland's, with complete coverage of the fifteen Southern states, is your 
direct connection with the South's big postwar electrical market. And because 
Holland's is predominantly a home magazine, your message in its pages will 
go to readers who will buy home appliances 
homes, live at home and entertain at home. Holland's is the only magazine 
that is edited to meet completely the climatic conditions, and tastes in living, 


of the total gain 


.that is why vow is the 
. and the way to sell 


a. 


thinking and buying that are peculiar to the South. And today, 
Holland's gocs to a Southland that has profited by its new wealth 
and has money salted away,ready to buy when the go-ahead 


signal is given! 


GAIN IN OUTPUT OF 


ELECTRIC LIGHT & POWER INDUSTRY 
1940 — 1943 
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to readers who own their own 


The Magazine if the NEW Soul 


* DALLAS, TEXAS* .. 


52 VANDERBILT AVE., NEW YORK ..75 EAST WACKER DRIVE, 
CHICAGO. .205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 


West Coast Representative: SIMPSON-REILLY, LTD., RUSS BLDG., 
SAN FRANCISCO..GARFIELD BUILDING, LOS ANGELES 
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...is a promising picture for those 


who sell SOAPS AND CLEANSERS 


There’s something about the fresh, sparkling. sun-bathed 
beauty of Hawaii that inspires housewives to keep everything 
spick and span. And put it down for a fact that these house- 
wives are decidedly partial to nationally known soaps and 
cleansers for their kitchens, laundries, and bathrooms. 


\ll this makes it mighty good business to Pin-up Hawaii 
on your sales map. For behind the exotic beauty of Hawaii 
is a practical. busy. wide-awake population that is setting the 
pace among American communities in growth and prosperity. 

Hawaii's civilian population is half a million with nearly 
65 percent concentrated in Honolulu City and County. Work- 
ing class families have an average gross income of $4.980. 


More than two thirds of these families have as many as three 


If you need help in ‘“‘looking behind the Hawaiian Scene” 
and information about sales representatives and distrib- 
vtors in Hawaii, write to Special Service Department, 
Star-Bulletin, Honolulu, T.H., or O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles. 


© 


»p 
x YOUR SALES MAY 


Black Sand Beach, Hawaii 


BEHIND THIS HAWAIIAN SCENE... 


wage earners. This civilian population plus that of the Armed 
Forces, whose number is a military secret, spent $190.000,000 
in retail purchases in the first half of 1944. 


The most direct way to get to this prosperous, growing 
American market is to advertise in the Honolulu Star- 
Bulletin. Here’s why...in Honolulu where the concentrated 
population of Hawaii is, the Star-Bulletin has a carrier de- 


livery to practically every Honolulu home every evening. 


*U.S. Department of Labor Figures 
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Ad: ortising Age, February 5, 1945 


'vOU OUGHT TO KNOW . 


. BUSINESS CHART OF THE WEEK . 


.. THE PAY-OFF 


OTHER FEATURES 
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/e Creative Wane Corner 


Tnis Corner hasn’t the slightest notion 
wheiher Ivory or Lux is the larger selling 
ict soap. But we do have a strong 
conviction that of the two current adver- 
tisernents reproduced here, the Lux page 
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takes the honors—for selling. 

We bring this up because we think it 
illustrates a point. 

The straight-away appeal of the black- 
ind-white Lux advertisement is obvious 
fer the headline is as_ sensible as 
it is intriguing. When glamorous Loretta 
Young calls glamor one part beauty and 
nine parts beauty care, the headline not 
mly talks good sense but it also makes 

believable promise. 

And the text of the advertisement con- 
incingly offers Lux as the _ principal 
neans to fulfill that promise. No wonder, 

‘tag-line concludes, nine out of 10 

creen stars use it! 

This is not a new 


campaign theme. 


You Ought toKuow . 


Automobile owners buy just about 
erything. 

That sentence doesn’t contain the most 
stonishing news you ever heard, but 
getting the simple idea across to Ameri- 

advertisers has 
een the main concern 
ie advertising man 
iore than 20 years. 
is David L. Har- 
ton of Chicago, 
president of the 
Reuben H. Donnelley 
, ration and gen- 
manager of the 
iny’s direct mail 
tising division — 
n who has had 
to do with really 
g advertising mailings—including those 
id: essed to the national automobile own- 
st which Donnelley has compiled 
1922—than almost anybody. 

H rrington was born in 1894 in Story 
ty Ta., and as a youth had one ambi- 

to stay away from cities and run 
m. After graduation from Iowa 
College in 1916 where, naturally, 
idied agriculture, he raised wheat 
Alberta ranch. 

irning five years later 


David Harrington 


he let a 


in-law talk him into sinking his 
f Ss in a little firm in Nevada, Ia., 
‘d in compiling and selling lists 


omobile owners. Prime customer 
enterprise was the Donnelley com- 
which, after dealing with Harring- 
six months, bought the company 
t him in as manager. 
seven years Harrington resisted 
to move him to the home office 
cago but finally he gave in to be- 
production manager of the com- 


= ae f 
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But somehow it remains fresh and vig- 
orous. 

The full-color Ivory advertisement, on 
the other hand, is one of a fairly new 
series that seems to us to illustrate a 


Its 1 part Beauty 
and 9 parts 
Beauty Care an 


This Beauty Care really makes skin lowelier — wv aorake 4 


weakness in the indirect approach that 
recently has made dozens of ambitious 
campaigns—for dozens of different and 
unrelated products—only very much alike. 

The Ivory ad starts out with Baby 
Betty (who has it). Then there is Sister 
Sue (her complexion needed it). Finally, 
there is the indication of romance (after 
she got it). 

It is that Ivory look. But it is only after 
three pictures and 23 words of headline 
that it is explained and offered to the 
reader. The direct promise, as in almost 
all such advertisements, comes so late and 
after so many complications that» it no 
longer has the impact of a challenge. 

Somehow it is just too cute. 


o DAVID L. HARRINGTON 


pany’s four direct mail advertising plants 
at Chicago, New York, Nevada and Los 
Angeles. Two years later he was made 
general manager, in charge of sales as 
well as production. In 1943 when the 
direct mail division had become one of 
the largest organizations of the kind in 
the world, he was named vice-president 
of the company. 

When Harrington complains that not 
enough non-automotive producers use the 
Donnelley lists and mailing services, he 
really hasn’t too much to kick about. The 
company does a land-office business with 
mail order companies, assorted manufac- 
turers and large book and magazine 
publishers. 

A few years ago in a matter of weeks 
it put 18,000,000 samples in the mail for 
« soap company; at another time 
than 15,000,000 samples were mailed for 
a gum manufacturer. Just last year a 
Donnelley sampling campaign involving 
6,000,000 pieces of mail was widely com- 
mented on in the advertising trade press 
mainly because of the selectivity 
of the list used. 


lilwis 


high 


“While we have reason to believe,” 
Harrington says, “that in normal times 
the make and age of a man’s Car are an 
index to his buying power, we know 
definitely as a result of many studies, 
that they are a positive index to his buy- 


ing habits.” 

Odd and interesting are some of the 
facts that have been turned up: 

Owners of one-year-old cars are the 
best prospects for life insurance 

A direct selling house in the non-auto- 
motive field found that Chevrolet owners 


were far better prospects for its particu- 
lar product than Ford owners 
For obvious reasons, owners of three- 


year-old cars are in normal times the 
best prospects for tires. 

While the Donnelley company serves 
many industries, Harrington says that 
its main volume of business has always 
come from automobile and tire manufac- 
turers, accessory dealers and petroleum 
refiners. Bulk of the mailings for these 
concerns go out from the Donnelley 
plants carrying the message of the manu- 
facturer but imprinted with the name 
and address of the local dealers for the 
product. 

‘“Dealer-help advertising by direct mail 
will become of greater importance than 
ever after the war as manufacturers fight 
to build up the standing and stability of 
their dealers,” Harrington declares. 


An important by-product of the list 
compilation is statistics showing the num- 
ber of cars and trucks by make and year 
model in any area. They are widely used 
by manufacturers to gauge market po- 
tentialities and to determine sales quotas. 

Another substantial part of the com- 
pany’s business is, surprisingly enough, 
the judging of advertising contests. 

Recently somebody remarked to Har- 
rington that he had got a long way from 
agriculture. 

“Not me,” he replied. “Once a farmer, 
always a farmer. I’ve got a 23-acre citrus 
grove in San Diego County, California, 
and some day my Iowa wife and I are 
going to stay out there where the tall 
oranges grow.” 


he | ag - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which 
order advertising—and which are equally 


have proved their value in mail 
important to the advertiser who 


does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 


During the past several weeks, I have 
had a series of interviews which have been 
tremendously interesting. They have 
opened up to me a merchandising sphere 
about which I had very little knowledge. 
I suspect most ADVERTISING AGE readers 
would be as amazed as I have been. 

These men are all in direct selling by 
mail. None of them has any personal 
salesmen. Some of them use publication 
or radio advertising as a first step in the 
selling process and carry on from there 
by mail; others use only the mails from 
start to finish. Some of those who use 
publication advertising do so primarily 
to build a good mailing list for further 
follow-up, being perfectly content if they 
break even or nearly even on the cost of 
their advertising because they are getting 
prospect names. Others make a good 
profit on the advertising project and still 
have the prospect list as a secondary 
result. 

I am not talking about the big mail 
order houses or the large book publish- 
ers—everybody knows about them. Nor 
do I refer to the big city department 
stores which are adding more and more 
mail sales, even putting order coupons in 
some of their newspaper ads. I am talk- 
ing about the hundreds of smaller spe- 
cialized concerns which exist in every 
corner of the’U. S. and which demonstrate 
the old claim, “Anything which can be 
sold, can be sold by mail.” 

The range of their products is amazing. 
They range from specially built prayers 
to baby chicks, from good-luck roots to 
hand-knit ties, from insurance to second- 
hand books, from jewelry to Bibles, from 


correspondence courses to grass seed, 
from photo enlarging to dogs, from in- 
cense to rare books, from old stamps to 
frocks, from “artistic” photos to shrubs 
and trees—there seems almost no limit to 
what is sold in this way. 

The extent of some of these selling pro- 
grams is also amazing. One of these 
companies puts 250,000 mailing pieces 
(yes, that’s right, a quarter of a million) 
into the post office each of 260 days a year 
—five days a week the year around. One 
baby chick concern (and there are many, 
many others) sold over 15,000,000 baby 
chicks last year. One photo enlarging 
concern has sold its service to over a mil- 
lion people. One fruit house sold over 
$1,000,000 worth of gift fruit baskets at 
Christmas time, most of them going over 
1,000 miles away. Several home-study 
training schools enroll more students by 
mail each year than all but a dozen or so 
of the largest universities enroll. 

While most of these concerns are lo- 
cated in big cities, many also have de- 
veloped in small towns. That’s one 
advantage of this kind of business — 
since it is all by mail, you can start it 
any place you wish. 

The customers, contrary to what some 


» might think, are not primarily small town 


or country people except for buyers of 
some specialized products. City inhabi- 
tants buy just as readily as ruralites. Nor 
is the buying confined to the lower in- 
come or education groups. One executive 
told me frankly that his clientele is 
largely of “morons” but that was because 
of the nature of his products. Some of 
these concerns go very largely after the 
high income classes. And all these deal- 
ers say that after an individual has 
bought something by mail once, he is a 
better prospect for all of the rest. 


Business Chart ot the Week 
N.Y. Coffee Sales Exceed Pre-ration 7 
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ensitivity Test 
Urged in Rating 
of Sales Studies 


Washington, Jan. 31.—Market- 
ing men who try to estimate sales 
fluctuations in response to changes 
in the business cycle should look 
to the history of their product 
during the 1929-’40 period, Louis 
J. Paradiso, chief of the business 
statistics unit of the Bureau of 
Foreign and Domestic Commerce, 
decided in working out a new 
classification of consumer expendi- 
tures offered as an improvement 
over “durability” grouping. 

Presented in the January issue 


|of the Department of Commerce 
| “Survey of Current Business,” the 
|system classifies consumer goods 
land services by “sensitivity” as 
revealed by the annual sales be- 
havior during the sampling period. 

Working out sales shifts for each 
'of 174 products and_= services 
| against disposable income changes, 
|Mr. Paradiso succeeded in classify- 
ing each item under one of three 
headings: “Sensitive,” “somewhat 
sensitive” and “insensitive,” as 
opposed to the familiar “perish- 
able,” ‘“semi-durable” and “dura- 
ble.” 


Spending Declines 


For the “insensitive” group, 
aggregate expenditures declined 
28% from 1929 to 1933, while the 
upswing from 1933 to 1940 was 
30%. The “somewhat sensitive” 
group was down 43% during the 
“crash” years, recovering 64%, 


CHURCH PROPERTY 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


ADMINISTRATION 


while the “sensitive” group lost 
63% during the bad years, almost 
doubling its sales record in the 
recovery period. Merely by re- 
ferring to the chart, a marketing 
man can estimate behavior of his 
sales, Mr. Paradiso believes. Ad- 
vocating his new classification sys- 
tem, he points out that ‘“consum- 
ers do not dispose of their added 
incomes in the same proportions 
for all types of goods. A smaller 
percentage of an increased income 
is spent on food, for instance, 
while a much larger proportion 
goes for the purchase of automo- 
biles.” 

From the point of view of the 
effect of the business cycle on con- 
sumption, he points out classifica- 
tion by sensitivity are more re- 
sponsive than those on durability, 
which groups items according to 
the time it takes to consume them. 

In his breakdown, he demon- 
strates that many items which are 
classified as non-durables and 
services, actually are as sensitive 
to business fluctuations as dura- 
bles. Mr. Paradiso’s chart shows 
that durables and non - durables 
are found under all three ‘“sensi- 
tivity” headings. 

In general, during the period 


|covering, “insensitive goods” — 
|those which do not fluctuate 
with income—make up two-fifths 
of expenditures, and “sensitive” 
items, one-fifth. In the table which 
breaks down commodities and 
services, he points out that even 
a considerable part of the expen- 
ditures for services fall into the 
“sensitive” group. 

Almost two-thirds of the total 
expenditures for commodities fall 
in the “somewhat sensitive” group. 

There is no general sensitivity 
rule for any type of commodity; 
thus, most foods are “somewhat 
sensitive,“ but purchased meals 
and beverages are “insensitive,” 
and beverages in dining cars and 
clubs are “sensitive.” Similarly, 
clothing falls under all three head- 
ings. 

Some durables, such as furni- 
ture, cooking equipment and new 
cars fall into the “sensitive” group, 
while others such as washing ma- 


chines, refrigerators, and sewing 
machines are “somewhat sensi- 
tive.” 


In classifying the 174 goods and 
services under three headings, Mr. 
|Paradiso also broke them into 
|commodity groups. For example, 
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on WKY’s Television Tour 


WKY’s NEW 


$250,000 TRANSMITTER 


mitter from 


ly the startling 


thought 


HARING the spotlight in 19 
towns during WKY’s recent 23-day Tele- 
vision tour was a model of a new WKY trans- 
which 


long, be hearing a great deal more. 


No model, however, could visualize adequate 
height of 
antenna, the sixth highest man-made structure 


* 


Oklahoma 


Oklahomans will, before ing 


This 


WKY’s 915-foot 


in the Western Hemisphere; nor the care and 
behind the construction of this ultra- 


modern transmission plant. 


X MARKS THE SPOT where the scale model of 
WKY’'s new transmitter was placed during each of the 
Television Shows in 19 Oklahoma towns At left, 
WKY's manager Gayle Grubb explains details of the 
ew plant to interested spectators tion. He 
one day soon, he 


clarity and fidelity in WKY program reception. 


No model could picture to the layman what 
this new transmitter will do for him in opera 
will discover this 


becomes conscious of a 


for himself when, 


new 


WKY has always kept itself in the forefront 


Represented by the Katz 


of listeners’ preference in Oklahoma by keep 
ing itself in the spotlight through continuously 
improving its service and facilities and provid 
the 


radio service in the state. 


most comprehensive and 


is particularly apparent in the way 


WKY gets results for advertisers. 


WKY 


The Farmer-Stockman 
KLZ Denver; Affiliated Mgmt 


{gency 


beneficial 


Advertising Age, February ~— jg: 
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HIGHLIGHTS — Packard Moto; 


Car 
Co.'s current copy, a "report to the 
public'’ covering highlights of Packard 
war production during the past year, js 
appearing in business and financia! pub. 
lications, and a list of about 100 news. 


papers in selected centers. Young 
Rubicam is the agency. 


the 
tion” 


heading ‘Household opera- 
appears in each column 
Under “insensitive” he lists suc! 
items as fuel, furniture repair. 
lighting supplies and utensils. Rug 
and mattress cleaning, cleaning 
and polishing preparations and 
others fall into “somewhat sensi- 
tive,” and furniture, tools, house- 


OKLAHOMA CITY 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO 
The Daily Oklahoman and Times * 
KVOR, Colorado Springs ° 


hold furnishings are typical “sen- 
sitive”’ items. 

The study indicates that for 
items listed as “insensitive” 


|change of 10% in disposable in- 
come is likely to result in a change 
of less than 8% in consumer ex- 
penditures. In the case of the 
“somewhat sensitive’ group, the 


expenditure shift ranges from 8 
lto 12%, while “sensitive” items 
shift more than 12%. By using 


the table, Mr. Paradiso points out 
while this data should enable a 
firm to estimate shifts in demand 
for its product or service in re- 
sponse to any selected change in 
jlisposable income, the _ sample 
oeriod may not have produced 
representative data for some items 
| while others may not conform to 
|any demand pattern. 


David Mars Forms 
St. Louis Agency 
| David Mars, formerly director 
|of advertising and sales promo- 
| tion, in charge of merchandising 
| and research for KMOX, St. Louis, 
has formed his own company, 
| Mars Advertising Agency, at 713% 
| Chestnut St., St. Louis. Mr. Mars 
lis also a former promotion man- 
ager of the St. Louis Star-Times 
John Aldag, general manager of 
Walsh Printing Company. S$! 
Louis, has joined the agency as 
account executive. 


Orlando Agency Formed 


Robert Hammond, adver 
and sales promotion manager 0! 
Dickson & Ives Company, Orland 
Fla., for the past six years, has 
established his own adve) 
agency at 56 E. Pine St., O1 
Mrs. Judith Savage will be ; 
sociate in the company. Mr. 
mond will continue to dire: 
vertising for Dickson & Ives 


sing 


‘Now ‘Printed Selling’ 


Paper Progress, publish¢ 
Davidson Publishing Con 
Chicago, has been renamed P 
Selling, the Magazine of 
Progress, effective with the 
ruary issue. 


SELLING NEW HAVE? 
WAR WORKERS 


The Journal-Courier goes into war 
by the thousands daily—each cop) 
by many, and passed on from sh 
shift—each copy working 24 hours 
to bring you coverage of today's 


spending customers . . . 100,000 © 
daily! 
* * THE * 


NEW HAVEN, CON! 
JOURNAL-COURIE 
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te 1\dership-Rated 
{¢ Library Built 
DY Bulletin’ 


ph adelphia, Jan. 30.—A “Li- 
rar) of Readership-Rated News- 
ne Advertisements,’ compris- 
00 individual ads of 70 lines 
» wore, has been set up by the 
philo iclphia Evening Bulletin. 

The advertisements, in both na- 
ona! and retail fields, are card 
ndexed and classified for use by 
opy» riters, layout men and other 
sers of advertising. In announc- 
ng iis library, the Bulletin said, 
‘Since 1939, the newspapers of 
smerica have conducted, through 
he Bureau of Advertising of the 
smerican Newspaper’ Publishers 
sssociation, over 70 readership 
tudies of advertisements in news- 
apers. These studies have been 
onducted all over the United 
tates and each study has been 
yblished in book form. A busy 
dvertising man, at work on a 
yecific product, often does not 
rave the time to go through all 
hese studies and put together the 
ailable information on the one 
lassification in which he is inter- 
sted at any particular time. In 
rder to make this great fund of 
nformation available for practical 
se, the Evening Bulletin has in- 
iexed each individual advertise- 
nent of over 70 lines on cards and 
rouped these individual adver- 
sements by subject matter into 
Jassifications for quick, easy ref- 
bence and study.” 

The ads on file are pasted on| 
ndex cards 8%x11” and contain | 
uch pertinent information as date | 
{ study, size of ad, page number, 
er cent of page readership, per 
ent of readership by men and 
vomen, and projected readership 
er 100,000 circulation for men | 
nd women. 

Believing that if more newspa- 
ers adopt the system, ‘“‘the more 
‘ill all newspaper advertising be 
fiven an opportunity to increase 
ts productiveness,” the Bulletin 
s urging newspapers in other cities | 
0 institute similar libraries. 


| 


o Bozell & Jacobs 


Raymond F. Smythe, president | 


Smythe -Carlisle advertising 
gency until 1941 and recently re- 
urned from a civilian public rela- 
ons post with the Army, has 
bined Bozell & Jacobs, Chicago, 
fs account executive. 


coins Remington Rand 


Kenneth H. White, formerly 
ales manager of the catalog de- 
’rtment of Wilson-Jones Com- 
any, Chicago, has been appointed 
ales manager of the catalog 
nder department, systems di- 
ision, of Remington Rand, Inc., 
uffalo, N. 2 


bamson Names Agency 

Samson United Corporation, Ro- 

hester, N. Y., has appointed Stew- 
Hanford & Casler, Inc., Ro- 


ester, to direct its advertising 
national and business pub- 
at 1s. 


ones Gets Colgate Post | 
Robert E. Jones, past president | 
Association of Canadian Ad- 
rs and for many years head 
ertising of General Foods 
‘oronto, has been appointed 
sing manager of Colgate- 
ive-Peet Company, Toronto. 


CTICAL BUILDER 


st Van Buren Chicago 5 


Heads Agency Office 


James L. DePauli, account ex- 
ecutive of West-Marquis, Inc., at 
San Francisco, has been appointed 
manager of that office, succeeding 
Wallace Busse, resigned. 


Matson Seeks Air Route 


Matson Navigation Company, 
San Francisco, through its subsidi- 
ary, Oceanic Steamship Company, 
has filed application with the Civil 
Aeronautics Board for a commer- 
cial air service between San Fran- 
cisco and Australia. 


VioBin to Foster Portable to Doyle 

VioBin Sales Ltd., Toronto! Portable Products Corporation, 
manufacturer of defatted wheat)! Pittsburgh, has appointed Doyle, 
germ, has appointed Harry E. Fos- | Kitchen & McCormick, Inc., New 
ter Agencies Ltd., Toronto, as ad- York, to handle advertising of 
vertising counsel. Fred J. Whitlow | Philadelphia Lawn Mower divi- 


& Co., Toronto, will distribute the} sion, Paul & Beekman division and | 


product to the drug trade. | Coldwell Lawn Mower division. 


Agency Gets Pomatex Bert Levi to Hill 

Montru - for - Beauty, manufac- Hill Advertising, New York, has 
turer of Pomatex hair dressing,| been appointed by Bert Levi, New 
has appointed Moore & Hamm,| York, to handle advertising on 
Inc., New York, to handle its ad-! Belco fabrics, including rayon and 
vertising. cotton novelties. 
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‘Motorship’ Joins ABP 


Motorship, published by Diesel 
Publications, Inc., New York, has 
been elected a member of Associ- 
ated Business Papers. 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MATL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


Lominant 


ON CHICAGO'S 
OWN TERMS 


The Herald-American has long been dominant 
in Chicago because it meets Chicago’s ideas as 


to what an evening newspaper should be. 


Chicago families prefer the Herald-American 
because it consistently serves their interests and 
the community —a community which ranks as 


America’s second-greatest metropolitan market. 


aa) a i. 


HEARST NEWSPAPERS 


IN CHICAGO 


THE HERALD-AMERICAN 
EVENING AND SUNDAY 


IN NEW YORK 


THE JOURNAL-AMERICAN 
EVENING AND SUNDAY 
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Clothing Retailers, Minus Big 
Profit Lines, May Reduce Ads 


Washington, Feb. 1.— Many 
people here believe that the new 
WPB-OPA program for low-price 
clothing will make itself strongly 
evident in the amount and content 
of newspaper display advertising 


within a few months, as the more! 


profitable luxury goods disappear 
from the market. 

While there is no way of fore- 
casting what portion of space used 
by clothing stores and others in 


By STANLEY E. COHEN, Washington Editor - 


to institutional or semi-institu- 
tional copy, some trade association 
people believe that specialty shops, 
particularly, will be inclined to 
reduce their activity as retailer en- 
thusiasm dries up with the high 
profit lines. 

Yet there is no evidence to show 
that clothing advertising suffered 
from the “Declaration of Policy” 
which WPB invoked in 1943 to 
tone down the sales appeal of tex- 
tile copy. Clothing stores alone 
used 7,700,000 lines in the four 
Washington newspapers during 


the textile fields will be converted | 1944. 


GIBBONS 


ADVERTISING 


200 BAY STREET 
WINNIPEG, 


TORONTO, 


MONTREAL, 


KNOWS CANADA 
J.J. GIBBONS LTD. 


- TORONTO 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


Need for good-will advertising is 
strong in a highly competitive 
local market, just as it is strong 
|among makers of nationally known 
|/brand name goods. Stores may 
| not have the highly profitable neg- 
|ligees and unmentionables, but 
|they certainly are not going to 
| close their doors. 


| 
% * 8 


Showmanship: Secretary of the 
Treasury Henry Morgenthau will 
give an object lesson to those who 
wonder about their money in- 
vested in war bonds when he pays 
| off the first of $197,000,000 worth 
|of “baby bonds” issued in 1935, 
which come due this March. A 
“baby bond” owner, who helped 
finance the WPA during F.D.R.’s 
first term, will appear with the 
Secretary on a “We the People” 
broadcast to get back the “$4 for 
$3” invested in the first of the 
war-bond type securities issued by 
the government. Indicator: If de- 
mand for the Commerce Depart- 
|ment’s ‘Checklist for the Introduc- 
ition of New Consumer Products” 
is a criterion there will be plenty 
of work in the distribution and 
selling fields after the war. The 
6,500 multilithed copies are nearly 


exhausted, and the department is 
now considering a print order for 
10,000. 

Jobs: Surplus Property sales ma- 
chinery is expanding rapidly. At 
present perhaps 5,000 people are 
engaged in the activity. Within a 
year, Treasury may have 6,000 
selling consumer goods. alone; 
eventually government may have 
as many as 25,000 people handling 
the problem. Smaller War Plants 
Corporation continues to be an im- 
portant party in the program. It 
wants to take over large quantities 
of goods which can later be doled 
out to small businesses and new- 
comers who need merchandise. 
SWPC does not believe that brand 
name goods should be resold to the 
original manufacturer. No Sale: 
Census officials ask bitterly how 
publishers expect Congressmen to 
appreciate the importance of de- 
tailed marketing statistics when 
the publishers and their associates 
in merchandising fields do not go 
to the trouble of explaining the 
significance of these projects to 
their own editorial departments. 
Business departments of large 
publishing houses will pay sizeable 
sums to the Census Bureau for 


Left to right: Cashier Beal and President Hegge, 
Northwestern State Bank, Hillsboro, North Dakota 


| 
Any place you go in rural mid-America 
the local banker knows the readers of | 
Capper’s Farmer and gives a glowing 
report of their earning ability. 
The “selection” of the 1,200,000 pro- | 
gressive, practical farmers who read 
Capper’s Farmer is largely the result of 
its editorial content. 
editorial department does is done to in- 
terest the practical farmer. The articles 
are farm-tested—describing the better 
methods other practical farmers have 
discovered. This is attractive to a prac- 
tical farmer, but the amateur farmer... 
window-box farmer... the small town 


dweller... 
terial we publish. 


That's why the circulation is so clean of 


soon tires of the type of ma- 


Everything the 


81% of the Hillsboro, N. Dakota readers of Capper’s Farmer 
are patrons of the Northwestern State Bank which says of them 


ae ® 


> : Z A “CR.” sxb- 
chaff... that’s why bankers endorse its scviber de ber 
readership... that’s why the 1,200,000 ultra modern 


Capper’s Farmer readers are the impor- 


tant buying group in agriculture. 


CAP 


The ONE National Farm Magazine that 


farm kitchen 
near Hillsboro, 


North Dakota, 


é 


FARMER 


Speaks the Farmer’s Language 


Advertising Age, February 


special tabulations of st 
data, at the same time th 
publications editorially atta 
sus reports as bothersome 
doggling and violation of | 
rights. This happened recx 
the case of a publisher of 
leading national magazines. 
happened to a chain of new 
and to a well known farm ; 
tion, to mention only t! 
known cases. 
* * ie 


Campaign: The struggle | 
radio legislation gets und: 
this time under the mo 
picious circumstances, wit 
Clarence Lea, chairman 
House interstate and foreig; 
merce committee scheduling 
ference in an effort to get | 
dustry and the FCC to agre: 
bill. Paul Porter, the ney 


chairman, and Harold Ryan, NAR’. 


president, are promising th: 

operation, so perhaps the | 
will pass something this 

There is still Montana’s Buri 
Wheeler, chairman of the S 
interstate commerce committ 
please, however. People: F 
Carr of WGAR, Cleveland, 
agreed to head the Treasury 


bond radio division... Ja 


Brackett moves up a bureauc 
bracket at OWI and _ be 
senior deputy, with special 
sponsibility for the Office of 
Mobilization and _ Rehabilit 
(reconversion and demobiliza 


r co 
Louse 
time 
mK 
Nate 
a 
igene 

ha 
War 
me 
Tatl 
omes 

re 
War 
ation 
tion) 


... Lt. (jg) David Levy, former 
Young & Rubicam radio producer 


and writer, has been loane 
Navy to the Treasury to help 
activities. . . William C. Trup 


d by 
radK 
pner 


once of the Department of Com 


merce current industrial and 
ness statistics unit, is now ch 
the business division of the 
of the Census, which handle 
Census of Business. 
was with WPB.. . Collis Stox 
who was head of the comn 
which determined the list o 
sential industries at War 
power, has been moved up t 
sistant executive directo 
charge of program developme 
* ok 
Alive: Still under 


and due for release soon, is 
II of the FTC study of distrib 
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discussio! 


Pat 


utlor 


costs, dealing with the clothing in 


dustry. Although four other 


sec 


tions of the survey, including ong 


on advertising, and others on 


LOC 


and appliances, are now available 


the clothing report has been 
up because FTC wants to 
examine some of its data. 

The Justice Department has 
after 18 steel manufacture! 
allegedly conspiring to re 
trade and fix prices on sta 
steel in violation of the Sh« 
Anti-Trust Act. Shortages: 
has issued tight new orde: 
lead used in paints and lea 
collapsible tubes. Tubes for d 
frices, shaving cream and 

civilian needs are at 60% of! 
mal, and a survey is now 


way which is expected to lea 


end-use restrictions. 

Food: Outlook for the mos 
ular food items remains d 
Civilian meat for Janua 
March is set at 15% below ( 
to December. Chicken pe! 
in 1945 is forecast at 20.5 } 
compared with 22.7 in 1944 
is likely to be only 10 pou 


butter per person instead 
last year. Sugar will be of 
000 tons. Nobody mentions 
Fats and evaporated mill 
hold their own. Pepper a! 
eign-type cheeses will be 


plentiful. Aid: With the 
the harvest, the War Depa 
is sending prisoners of 

work on pulpwood. The 
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REVERSAL — Universal Camera Corp., 
New York, which last fall ran "preview" 
ads of new Universal Mercury II and 
color films specially designed for 
movie cameras, explains the production 
delay in this copy in trade publications, 
which will appear later in Fortune, Time 
and photography fan magazines. Grey 
Advertising Agency handles the ac- 


count. 

Secu 201,927 man days in November. 
cial reg Treaty: FTC came to terms with 
» of Wagthe Oskamp Nolting Company, 
bilitatiogg Cincinnati, charged with violation 
lization\gof an industry trade practice code 
r, forme in the sale of jewelry, silverware, 
produce luggage and giftware. The case was 
aned byg_closed when the firm submitted its 
elp radiqgg latest catalog to convince the Com- 
‘ruppnerqgmission that code violations had 
of Comgg been eliminated. 


ind bu 2 


r chief Freeze: Although more than a 
e Bureau million servicemen have been dis- 
idles thacharged, plans for rehabilitation 
‘ently h@of veterans mark time “to guard 
StockingMM against overconfidence over early | 
ommitteal victory.” After more than a year, 
st of esfithe War Department is reported 
ar Man4Mabout ready to print the first of 
1p to as™{the series of 18 books for service- 
‘tor, ingfmen and veterans on opening new 
pment businesses. Only a small segment 
the big information and adver- 
| tising campaign for veteran’s re- 
SCussiOlg@ adjustment has moved beyond pre- 
, is Par liminary stages. 
tribut f + © 
thing in ; : 
her sec Record: Navy is happy about its 
ding ona experiences with renegotiation and 
; on foo Tepricing. Not only have these 
vailablem™ Processes saved money and simpli- 
een held ied procurement, but they have 
to yegg actually increased Navy’s working 
1. Fight@ capital. With renegotiations and 
has g repricing to recapture overcharges 
irers {ogg Navy people were willing to con- 


restraiqa act for bombers at $118,000, for 


stainlesq™ Instance. Later the price was ad- 
Shermamg Justed down to $58,000 when ac- 
»s: WPigg tual costs could be computed. Al- 
-ders om™ together Congress has given Navy 
lead {ogg $105 billion since Jan. 1, 1942, but 
or dentiq™ Some of these dollars were recov- 
id othem™ ered and re-used—$9,400,000,000 
of ni through repricing and another bil- 
w undef lion by renegotiation and volun- 
» lead tag tary refunds. 
Promotes Stardust Contest 
a cmal , Tne third annual “Miss Star- 
ia ~ :@g@cust” contest, sponsored by_ the 
( ope -OCustrial Undergarment Com- 
i pany, New York manufacturer of 
-— Stardust slips, blouses and “action 
1. her Weer,” will be promoted in Charm, 
‘< Glamour, Good Housekeeping, 
“4 , \f@ Harper’s Bazaar and Vogue. The 
a 600 miest, ending May 31, offers 


s of $500, $100 and $50 war 


ik wig 2eects and 25 honorary awards. 
snd fol No'man D. Waters & Associates 
. lar iles advertising. 


LIOK IT UP in 
te MARKET DATA BOOK! 


Five Companies Name 
JWT Mexico Unit 


The Mexico branch of J. Walter 
Thompson Company has been ap- 
pointed to handle advertising for 
the following companies: McCor- 
mick & Co., Baltimore, mayon- 
naise, spices, and Orange Pekoe 
tea; Plata Elegante, S. A., sterling 
table silver; Jones & Laughlin 
Steel Corporation, Pittsburgh, in- 
stitutional advertising; Selby Shoe 
Company, Portsmouth, O., for 
Arch Preserver shoes; and Revere 
Copper & Brass Corporation, New 


York, institutional advertising. 

The Plata Elegante account rep- 
resents a new industry for Mexico, 
which formerly imported all sterl- 
ing table silver. 


Buys Mme. Huntingford 


Associated Distributors, Chicago, 
manufacturer and distributor of 
Chen Yu and other cosmetics, has 
acquired Mme. Huntingford, Inc., 
cosmetics, and will shortly begin 
a national advertising campaign 
through Ruthrauff & Ryan, Inc., 
Chicago. 
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cuabhee “ the Cakacis Travel and 


Kotula Company, New York! publicity Bureau, succeeding 
agency, has been appointed to di-| Douglas R. Oliver, w 7h has entered 
rect advertising for wc hd hat |the agency field. 

Metallizing Corporation; Robert L 
Stedman Machine Works; Stam- 
ford Metal Specialty Company, | 
and Donald Publications, Inc., 
publisher of Petroleum Encyclo- 
pedia and Yearbook. 


~ORN — HOGS — OATS — CHICKENS 


Heads Ontario Bureau 


Tom C. McCall, RCAF squadron 
leader recently released from ac- 
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THE NATION’S NO. 


America buys 98% of all its food, and 85%, 
of its drugs in the Naborhood Shopping | 


Center. 


All Criterion Poster Showings are 
carefully plotted and custom-built 
to cover each Naborhood Shop- 
ping Center. They are never 
erected in a hit-or-miss manner. 
These big full-colored poster dis- 
plays (8 feet by 4 feet) are erected at 


busy corners right in the sales zones where 


SPOT IN RETAILING 
IS THE MOST LOGICAL SPOT FOR YOUR CONSUMER ADVERTISING 


they influence consumers when their buying 
interests are highest. 

& Criterion is the only major medium 
M™ that reaches people when and where 
i they shop. That is one of the im- 
portant reasons it is being used 
continuously by such advertisers 
a as: Heinz, Pillsbury, Ralston- 
Purina, ReynoldsTobacco, Wheaties, 
Swan, Bond Bread, Armour, Wrigley, 


Tip-Top Bread, Corn Products and others. 


CRITERION SERVICE 


122 East 42nd ee 


NEW YORK 17, 


216 Tremont St. 
BOSTON, MASS. 


612 N. Michigan Ave. 
CHICAGO, ILL. 


The first step in any consumer campaign 
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Joins Cresta Blanca 

Colin M. Selph, recently dis-| 
charged from the Army, has joined | 
Cresta Blanca Wine Company, Los 
Angeles, as assistant general sales | 
manager. Before entering service 
he was a magazine and trade pub- 
lication executive. 


Issues Dealer Brochure 
Landers, Frary & Clark, New 
Britain, Conn., as part of its “U 
Plan for Better Living,’ has pre- 
pared a brochure titled “Forward 
March to Market,” 20,000 copies 
of which will be presented to dis- 
tributors and dealers of the com- 


pany’s Universal appliances and 
housewares, 
Sell it with MOSS 


PHOTOS 


1,000 lots. No order too 
small or large. Postcards, 
2e. We photograph every- 
thing. 


8x\0 
4 
Super special: 30x40 ¢ 
giant blowups, mount- 
ed on heavy board, ~~ 
$2.45 each in lots of 10: — 
Write for free samples, price list A. 
MOSS PHOTO SERVICE 
155 W. 46th St., N. Y. C. 19, BRyant 9-8482 


iscribing to 


i|Amusement Corporation, Hall | 


Hooper Adds 27 | 


New Subscribers 


New York, Feb. 1.—C. E. 
Hooper, Inc., has released a list of 
27 advertisers and agencies sub- 
“Network Hooperat- 
ings” since October, 1943, bringing 
the total number of agency, adver- 
tiser and network subscribers to 
that branch of Hooper’s service to 
72. Total number of station sub- 
scribers to Hooper’s “Continuing 
Measurement of Radio Listening” 
and “Station Listening Index” is 
453. 

The list of 27 subscribers in- 
cludes American Meat Institute, 
American Tobacco Company, 
Armour & Co., Borden Company, 
J. Carson Brantley, Carter Prod- 
ucts, Celanese Corporation of 
America, Compton Advertising, 
Cruttenden & Eger, Dancer-Fitz- 
gerald-Sample, E. I. duPont de 
Nemours & Co., Eversharp, Inc., 
Fuller & Smith & Ross, General 


Brothers, Kenyon & Eckhardt, 
Lever Bros. Company, MacFar- 
land, Aveyard & Co., Pepsodent 


Division of Lever Bros., Pillsbury | 


Mills, Safeway Stores, Small & 
Seiffer, Swift & Co., J. D. Tarcher 


|& Co., Ward Wheelock Company 


and Young & Rubicam. 

All subscribers to “Network 
Hooperatings” are receiving the 
new edition of the “pocket-piece,”’ | 
which has been expanded to in- 
clude names and release time of 
sustainers, time of rebroadcasts of 
sponsored programs and number 
of stations carrying rebroadcasts. 
This information is in addition to} 
the program and program audi- 
ence material published in the 
pocket-piece for the past two 
years. 


Parrot Joins WBZ-WBZA 


Scott Parrot, recently discharged 
from the United States Marine 
Corps, has joined the sales staff of 
Westinghouse stations WBZ, Bos- 
ton, and WBZA, Springfield, Mass. 


Appoints O. S. Tyson 


International Graphite & Elec- 
trode Corporation, St. Mary’s, Pa., 
has appointed O. S. Tyson & Co., 
New York, to handle advertising 
for 1945. Business publications 
and direct mail will be used. 


During the past quarter century we have 
served such leading merchandisers as J. C. 
Penney Co., Shell Oil, A & P Food Stores, 
Western Auto Stores, Frigidaire, Mara- 
thon Oil, U. S. Tires, Pittsburgh Paint, 
Ford Hopkins Drugs. White Auto Stores, 
Westinghouse, 
Bros. Paints, Skelly Oil, Nash-Kelvinator, Belk Stores, 
Ely & Walker, Ford, Empire Super Markets, National 
Refining, Mid-Continent Petroleum, Deleo-Heat, and 


American Stores. 


many others. 


Consult Artkraft* now on any sign problem without 


obligation. 


THE ARTKRAFT* SIGN COMPANY 
Lima, Ohio, U. S. A. 


900 Kibby Street 


research. 


Although actual production of signs begins with the impending 


removal of WPB restrictions 


WE ARE NOW BOOKING QUANTITY ORDERS 


Artkraft’s* exclusive 


Lowe 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 
900 Kibby St., Lima, Ohio, U. S. A. 


Y 


literature. 
SIGNS OF Name 
LONG 
LIFE* Firm 
FOR 
QUANTITY ME: Steeectiaeesaae 
BUYERS 
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We believe that Artkraft* signs fit into our post-war merchan- 
dising plans and would iate receiving full information and 

1 9 P uld appreciate receiving fu ° 
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HAVE LEARNED 
FROM THE WAR 


Artkraft* signs have had a remarkable wartime record. Repair 
parts have been supplied whenever required, and to serve the 
many thousands of our customers has not required the full time 
of one neon tube bender. The thousands of customer-making 
Artkraft* signs everywhere today attest to their superior quality 
and effectiveness. They have proved to increase sales 14.6% and 
make national advertising 5 times as effective, by actual audited 


for delivery in the order received! Artkraft’s* planning depart- 
ment is cooperating in the designing of the requirements of 
America’s leading merchandisers. 
especially to customers ordering the same signs as before the war. 


letters (raised right out of the heavy sheet steel back- 
ground by patented process, and 75° more attractive 
and readable) ; 999/1000% perfect neon (actual aver- 
age record); and Galv-Weld frame construction (no 


Quick delivery is foreseen, 


eatures include Porcel-M-Bos’« 
feat lude P l-M-Bos’d 


rust, no vibration) ; to- 
gether with, of course, 
10-year guaranteed 
porcelain enamel. 


The World's 
Largest Manufacturer of 
All Types of Signs 


“Trademark Reg. U.S. Pat. Off. 


Capt. Charles Schwarz, former public relations aide to Secr apy 
of the Treasury Morgenthau, relays the news from Belgiun ’ 
Pfe. Robert D. Robinson, ex-Newell-Emmett, is now doing jy; 
affairs work there, after a tour of duty in France... 

Lt. Col. Joseph A. Sill, on leave as copy dir. of Davis & Be \ey. 
Los Angeles agency, renewed old advertising acquaintances 0) the 
coast a few weeks ago. An artillery instructor for the past 
three years, Col. Sill is now temporarily on a staff assignme) | jp 
Washington, D. C. .. Corp. Richard Downing, a partner in the Bu key 
& Downing ad agency, Cincinnati, has returned to Camp Cro. de 
Mo., after a trip home to greet a new son... 

Back from the Inspector General’s Dept., 2nd Service Comm ind, 
is Col. Paul Debevoise, chairman of the board of Debevoise ©, 
paint maker. Returned from overseas to rejoin Joshu: B 
Powers, international publishers’ rep., is Maj. Theodore Freijen- 
burgh, winner of the Bronze 
Star medal... Postwar radio 
collaboration between the U. S. 
and Great Britain will be one 
of the main topics discussed by 
BBC’s North American director 
John Salt, now in London on a 
four-week visit. 

Add for Fawcett’s ad director 
Eliott Odell’s family is daughter 
Lynn Davis, born the last of ’44. 
Mrs. Odell (Vannie Davis) is a 
partner in the N. Y. agency, Lo- 
gan & Arnold. .. A score of 
years’ service with Goodyear 
Tire is the record of J. E. Mayl, 
v.p. and sales mgr. of that com- 
pany’s tire division, who re- 
ceived a pin from P. W. Litch- 
field, board chairman... 

Ward M. Canaday, board 
chairman of Willys - Overland, 


CITED — Graham Patterson, publisher 
of Farm Journal and Pathfinder, and 
president of the Poor Richard Club 
Philadelphia, presents the club's cite- 
tion of merit to Alexander Kendrick 


was appointed a_ director-at- wide antennal : : 
ees “pail : pondent of the Philadelphia 
large for the NAM at that Inquirer, for his articles on Russia. 
group’s recent Golden Jubilee 

meeting. . . April will see the publication by the University of 


Chicago Press of “Freedom Is More Than a Word,” book penned by 
Marshall Field, publisher of the Chicago Sun and PM. . . Another 
PM-er, Ralph Ingersoll, editor on leave of absence with the Army, 
has been promoted to It. col... 

William I. Orchard, BBDO copy editor, is conducting a 16-week 
course at Columbia University on “Advertising Copy”. . . Another 
New York adman, A. W. Lewin, pres. of the Newark and N. Y. 
agency of the same name, is advertising lecturer in the School o! 
Business Administration at Newark U. . . Also in Newark at the 
Downtown Club the staff of United Advertising Corp. threw a 
luncheon for Eugene H. Barling v.p. in charge of sales to celebrate 
his 25th anniversary with the agency... 

H. V. Kaltenborn, “dean” of NBC’s commentators, is hard at work 
on “Europe Now,” book based on his recent tour of Europe’s battle- 
fronts, to be published late this month by Didier. . . Also in this 
literary world, Prentice-Hall has arranged for publication in 
Argentina of a Spanish edition of “Advertising Procedure” by Otto 
Kleppner, partner of the Kleppner Co. His book is now in its 82nd 
thousand... 

Raul Capurro of Capurro Co., Montevideo, associate of Irwin 
Viadimir & Co.’s Uruguayan branch, is visiting this country, seeing 
Viadimir clients in New York and Chicago. . . Winner of NBC’s 
employe contest to find a good name for the scoring machine on 
the “Finders Keepers” program was Edward R. Hitz, assistant to 
the NBC v.p. in charge of sales. He got a $25 war bond for thinking 
up “Dollar Dolly”. . . “Successful Selling for the New Day” is the 
impressive title of the new book by Harry Simmons, who directs 
sales education and trade relations for Calvert Distillers. . . 

Ingrid Hallen, managing ed. of the new magazine This Month, 
will be a guest on Adelaide Hawley’s WEAF show Feb. 6 to talk 
about magazine publishing. She was former fiction editor for 
Collier’s. .. Among the admen serving as Red Cross campaign divi- 
sion chairmen is Richard Compton, president of Compton Adver'is- 
ing, New York, who heads the advertising and ad agency division .. 
Phil Thomson, ABC president, and recently elected an honor: ry 
member of the ANA, is sojourning for about three months in Delray, 
Fla. . . William A. Atkins, board chairman of the Pennsylve °ia 
Rubber Co., Jeannette, Pa., and Mary Sayles Moore were mar: ed 
Jan. 27 in Englewood, N. J... 

The January issue of All Hands, 3rd naval district Coast Gu rd 
magazine, carries a thrilling story of the German trawler Exte °''- 
steine, captured off Greenland in 1944 and brought to this cour ry 
under the command of Lt. Curtiss Howard, assistant ad mgr. 0! 
Chatham Mfg. Company, New York, before joining the Coast Gu: 4 
All Hands says: “The 34-year-old former advertising executiv: ! 
believed to be one of the first American officers in World Wa: !! 
to have been placed in command of a captured enemy ship. . .” 

Otis Beeman, of Wallace-Ferry-Hanly, Chicago, wants his frie ‘5 
to know he isn’t dead. Seems a mail clerk at his former agency 
him confused with an executive who had actually gone over to 
majority, and returned the piece with the notation, ‘Deceased’ 
Capt. A. P. Phillips Jr., former owner of the Orlando, Fla., ag‘ 
bearing his name, who participated in the invasion of sout! 
France, is now directing bombing operations in the Italian 
theater... 

Midwestern admen devoting their extra time to the coming 
Cross war fund drive are John H. Platt, advertising and public 1 
tions dir. of Kraft Cheese Co., who has been appointed chairma: »' 
the promotion committee for Chicago, and Ken Widdifield, Minne - 
olis mgr. of Life, who heads the publicity and public relations c ~- 
mittee for Hennepin County, Minn. And in Boston, Joh: 
Dowd, agency head, is chairman of the radio advisory board fo! 
campaign... 
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WB Takes Up 
h cago War Job 
Dr ve Idea 


ry 
— oe Ww. -hington, Jan. 31.—Chicago’s 
NS lvil Hy. « drive to recruit new war 
ork rs, involving $65,000 worth 
Be: ven, Hy yperative advertising, and 
} OF the eay newspaper editorial support, 
ne past as created so much interest 
me) { in fpmor = Washington’s troubled pro- 
Busker japuction officials that WPB has im- 
_ . forte: James S. Adams, president 
row der, MF cS andard Brands, to consider 
plan for similar recruiting in 

mm ind, fi+her labor shortage areas. 
ise Co, MJ sti!) in a nebulous state, but 
hus B ery much on the list of high-pri- 
Frecden. [mprity projects here, Mr. Adams’ job 
to determine whether it would 
be possible to adapt the technique 
n Chicago to other communi- 


and then to recruit the neces- 
nedia support for the enter- 


ary 

1S€ ; 

In Chicago, at the suggestion 
‘ WPB chairman J. A. Krug, and 


jland C. Bachellor, who directs 
ritical production programs, a 
production urgency information 
»mmittee” composed of represent- 
tives of government agencies 
timulated the flow of news re- 
ports on labor requirements of 
local war plants (AA, Jan. 1). 


Reveal Shortages 


Slashing red tape right and left, 


he committee arranged for = 
: urtain of security to go far 
gear nough so that newspapers could 
rd Club. alk of shortages in terms of actual 
b's cit. Aveapons lost for lack of workers. 
Kendrick Tied in with the work is a 
ladelphia Mpecial task force from the War 
Russia. Advertising Council, headed by 
Leo Rosenburg of Foote, Cone and 
rsity of [Belding, which has written radio 
ined by §Rcript and copy for a $65,000 ad- 
Another @rertising fund raised among war 
. Army, giants. 
r First ads in the Chicago man- 
6-week Ppower emergency committee's 
Another @pour-week campaign appeared in 


metropolitan papers last week. 


1 N. Y. Each of these, excluding the Jour- 
hool of hal of Commerce only, will run 
at the Mine full-page ad each week, and 
hrew a #one-time 850-line insertions wil 


appear in each of some 150 Chi- 
ago neighborhood, suburban and 
oreign language papers. 


slebrate 


it work : 
battle- Captioned ‘More Warworkers or 
in this @Plore War?”, the initial insertions 
ion in Meuote Gen. MacArthur as calling 
| 4 r “your supreme effort,’’ and ap- 
yy Otto 
ts 82nd 
Irwin ’ 
seeing 
NEC’s 
ine on 
fant to 
inking 
is the 
directs 
Vonth, 
o talk 
yr_‘for 
1 divi- 
yer tis- 
iol 
rary 
elray 
Wwania GOT TO CATCH THEIR EYE 
Sagem "OREYOU CAN MAKE THEM BUY 
Gu. rd 5 WHY ADVERTISERS USE 
EYE*CATCHERS 
rte n= 100 new, usable photo ideas every | 
yur ry ' ; , 1 livel 
—_ ) res are spiritec anc ively 
g! f 'e\ures national advertising’s best 
rue a ; 
ix ts unique and original situations 
tize any selling story 
Ja I 0 every job 
” s photography is made available | 
; tusly low cost | 
rie ture “‘sells’’ something 
ny use photos liberally — they cost | 
tok es ready-to-use promotion stunts 


1’ vhere else 
eal money—mats or Glossy Print } 


t! tes one to do a more resultful 
. ssy prints up to 8x10, also 
T I 1 blow-ups 
ual to anything you see in cur- 
rtising 
J A as fast as air mail 
. ‘ place of missing manpower * * 
shortage of photo film * * be- 
ia every live advertising man’s desk 
n 2 TCHERS sells itself by mail! 
'T TO BE GOOD!!! 
FREE book of interesting proofs 
ht gations, 
, */ TCHERS | 18 E. 88th 8 
' r) ne. New Yet City 


oo) 


peal to skilled and semi-skilled| yet to be completed, but it will | 
workers to seek war jobs at the|probably be chiefly 
U. S. Employment Service or at} basis, with the War Advertising 


any of the 50-odd cooperating war 
plants, each of whose manpower 
and war production problems have 
been deemed “critical” by the 
military. 

The campaign also calls for 45 
spot announcements daily during 
the Feb. 12-16 period. 

The plan goes national chiefly 
because of the interest of Mr. 
Bachellor, steel executive on leave 
for emergency war service. De- 
tails of advertiser cooperation have 


on a local 
Council providing helpful material. 

Among the decisions which must 
be made are: how much national 
support if any, is desirable: how 
many of the 120 critical areas shall 
be aided; can local problems be 
anticipated and solved, and do 
they conform to any pattern which 
will enable Washington to lend a 


hand; can government agencies get | 


together everywhere as they did, 
with Mr. Krug’s prompting, in 
Chicago? 


Quality to Chason 


Quality Cosmetics 


Corporation, 


cosmetics, has appointed Herbert 
Chason Company, New York, to| 
handle its advertising. Trade pub- | 
lications, newspapers and maga- 
| zines will be used. 


Bishop Appoints Bruck 


Bishop & Co., Inc., Los Angeles, 
|manufacturer of candy bars, has 
appointed Franklin Bruck Adver- 
tising Corporation, New York. 


47 


Leaves Hutchins 
John E. McMillin, vice-president 


New York, distributor of Monique | of Hutchins Advertising Company, 


Philadelphia, is resigning to enter 
business for himself, 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Co. 


314 N. Michigen Ave., Chicage 1, Mi. 
Central 3373 


E noucs mail to make any Hollywood star envious . 
503,916 pieces. That’s Big Aggie’s record for 1944! Nearly 20 
percent over the best previous record. It’s a right smart batch 
of mail, even for a station whose potent signal reaches out to 
nearly five million folks in five great agricultural states. 

Those figures constitute more than merely a new WNAX 
mail record. They are the natural result of the keen neighborly 
interest in WNAX on the part of radio listeners in Minnesota, 


Iowa, Nebraska, North and South Dakota. 


They accurately reflect the extended reach of America’s 
Tallest Radio Tower and the corresponding increase in the Big 


Aggie station’s ability to serve its listeners — and advertisers. 
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48 
Ayers Appointed V.P. 


William L. Ayers, formerly man- 
aging editor of the Chicago Jour- 
nal of Commerce, and associated 
with Davidson Publishing Com- 
pany, Chicago, since Nov. 1, has 
been elected a director and vice- 
president. He will edit two of the 
company’s publications, Paper 
Sales and Printed Selling, formerly 
known as Paper Progress, and will 
direct editorial development on 
other Davidson magazines and 
trade publications. 
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Commerce Offers 
Business Men New 
Services’ Booklet 


Washington, Jan. 30.—A helpful 
summary of what the Department 
of Commerce offers for business 
men is rounded up in the 80-page 
booklet, “The Businessman’s Bu- 
reau,” made available last week 
through the Bureau of Foreign and 
Domestic Commerce. 

The booklet was prepared as a 
ready reference, Amos E. Taylor, 
director of the Bureau, points out, 
with the hope of shedding light 

on “hitherto little known available 
aids and services—both personal 
and published.” 

It describes the organization of 
the Bureau, explaining the func- 
tions of each of the major divi- 
sions—international economy, in- 
dustrial economy, distribution, 
small business, research and sta- 
tistics, and commercial and eco- 
nomic information. 

To illustrate how its services are 
available to all business men with 
problems—from those needing in- 
formation about packaging an 


article for shipment by air to those 
interested in marketing data on 


| specific commodities—the booklet 


cites individual cases where the 
department has helped. It outlines 
functions of the field offices; de- 
partment publications are de- 
scribed, and regular industry re- 
ports are listed and explained. 
The booklet also has a detailed 
list of commodities, together with 
the identity of the bureaus 
handling data in the field, and the 
names of the officials in charge. 

It gives the address of field 
offices in this country and details 
of the machinery which has been 
built up to provide foreign trade 
information. Copies are available 
from the Government Printing 
Office here, or at the Bureau’s field 
offices. 


Valliant Copy Praised 


A colorgravure advertisement 
for Valliant California Burgundy, 
distributed by W. A. Taylor & Co., 
New York, has been selected by 
Metropolitan Group officials as the 
best appearing in Metropolitan 
Group pages during 1944. Charles 
W. Hoyt Company, New York, 
prepared the ad. 


In This 


Territory 


For Results 
Us 


CAPPER’S WEE 


Because ... 


% It offers thorough coverage in the rich 
agricultural market states of Iowa, Ne- 
braska, Missouri, Colorado and Kansas. 


% It has a definite proved record for sales- 


producing inquiries, 
through dealers. 


both direct and 


% It has a genuine reader interest that ap- 


peals to the entire family. 


% It has an attractive rate of only $1.25 
per line and provides 350,000 circulation, 


65% R.F.D. 


Try Capper’s Weekly —Let It Prove 
What It Can Do For You! 


CAPPER’S WEEKLY 


TOPEKA :-: 


350,000 Circulation = 65% R.F.D. 


KANSAS 


Network Hooperatings for Decem 5e; 
Daytime Program Audiences 
MOST LISTENERS PER SET: 


Advertising Age, February 


Wec 


a 


Program Sponsor ota 
Tied for Ist place: ' {0 . 
Jack Armstrong General Mills 56 p 
Tom Mix Ralston Purina Co. 56 ot 
2. Let’s Pretend Cream of Wheat Corp. 5] We 
3. Terry and the Pirates Quaker Oats ) 4] > 
Most Men: Tom Mix, with 0.55 (Ralston Purina Co.) sat he 


Most Women: 
Most Children: 


Programs: 


Breakfast Club, with 1.39 (Swift) 
Terry and the Pirates, with 1.37 (Quaker O: 
MOST SETS IN USE: 
1. Monday through Friday—5-5:15 p. m., EWT............... 203 
Programs: Terry and the Pirates (Quaker Oats) 

When A Girl Marries (General Foods) 

2. Monday through Friday—1-1:15 p. 

Baukhage Talking (Cooperative) 

Life Can Be Beautiful (Procter & Gamble) 

3. Monday through Friday—5:30-5:45 p.m., EWT............. 18.4 


fife é 
rous 
Bi ull 


8. A Seer ie 8 ~ 


Programs: Jack Armstrong (General Mills) pa 
Just Plain Bill (American Home Products) ri 
HIGHEST SPONSOR IDENTIFICATION: 7 
Hymns of All Churches (NBC)—2:45-3 p. m., KG a BAK YS 76.4mures | 
Correct Product 9.5, other 66.8 (General Mills) bnd ar 
“TOP TEN” PROGRAMS IN LISTENING onl ~ 
Net- I »per icatlo 
Program Sponsor Product work ating Murers 
When A Girl Marries General Foods Calumet & Certo Blue 10.: reula 
Ma Perkins Procter & Gamble Oxydol . CBS) 38.5 The 
Portia Faces Life General Foods Grapenut Flakes & t 
Wheatmeal CBS 8.5 My Dr. 
Pepper Young’s Pree f me 
Fam Procter & Gamble Camay NBC _ 8.3 ia ad 
Life Can Be 7 f Mu 
Beautiful Procter & Gamble Ivory Soap CBS 
Breakfast at Sardi’s Procter & Gamble Ivory Flakes Blue 8.1 
reeves Bo Sardi’s Kellogg Pep Blue 4 wo 
You Widd i 
‘Brown - Sterling Drugs, Inc. Various Products NBC 17.7 E. R 
Backstage Wife Sterling Drugs, Inc. Dr. Lyon’s Tooth sing 
Powder NB¢ 7.5 vods 
Just Plain Bill American Home Anacin NBC 7.3 , 
Products uve 
€ We 
, ‘ , nd, 
; i . poration, Milwaukee; Crackerjac 
Du Bois Joins Petri Company, Chicago; Phillips Pack seg 
as Vice-President ing Company, Cambridge, Mag. 
A. J. Du Bois, formerly man- = oS aoe Mfg. Com ith 
ager of the merchandising depart- | P@": ¢ Game evel 
ment of Young & Rubicam, has ae pywl 
been appointed vice-president in McDaniel Elected V.P. 


charge of sales of Petri 
Company, San Francisco. 
Before joining Young & Rubi- 
cam, Mr. Du Bois headed sales 
promotion for Bell & Howell, Chi- 


Wine 


cago; Campfire Marshmallow Cor- 


Charles Byron McDaniel of Na 
tional Bakers Services, Chicago 
manufacturer of Hollywood bread 
has been appointed vice-presiden 
in charge of advertising, promotior 
and merchandising. 


four letters: CK LW. 


start giving ‘em the 


jammed schedules. 


Adam ]. Young, Inc., 
National Representative 


NOW'S THE TIME TO 
THINK OF YOUR FUTURE 


IT’S FOOLISH TO THINK OF WAITING UNTIL 


for you in America’s Third Market can be spelled with 
This 


watts at 800 ke. is the punch you need to lick post-wat 


“old fight” 


Union Guardian Bldg., 


AFTER THE WAR to make post-war plans for your 


product in an area with so much buying power. Profit 


live-wire station’s 5,000 


competition. Let’s talk it over now and perhaps we can t] 


right away——in spite o! 


Detroit 26 
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n Der Weather Service ~~ Peanut Budget |New York. Marion Harper APRA Names Parkes Cancel Trade Meet 


: ; McCann-Erickson, was named | ; : 
National Peanut Council, New | 'retary, and Gerald Carson, Benton Holcombe Parkes, assistant to The Chicago Association of Com- 


agazine Issued York, has approved an expendi-/g¢ Bowles. and Victor O. Schwab,|the president, Southern Railway|merce and the Export Managers 
ture of $90,000 for 1945 to publi- | Schwab & Beatty, members of the| System, has been elected to the/Club of Chicago have canceled 


otal cize and improve peanuts. An ad-| executive committee. {national advisory committee of the| their jointly - sponsored Chicago 
(0) Aid Retailers sete A $35,000 will be spent for | |American Public Relations As-| World Trade Conference, sched- 

) 56 asadena,, Cal., Feb. 1. The | research. J. Walter Thompson | sociation, representing the trans-| uled for Feb. 19. 

56 A issue of a new venture, Company, New York, is the Hoyt Elects Three | portation division. —--— 

51 Fweather & Your Business,” was | @8°ncy- | Max Sheridan, art director of a a To St. Joseph Papers 

4] published in January by Krick ——— |Charles W. Hoyt Company, New Heads Lever in Canada | Wood M. Hall, formerly adver- 


er Service, for clients to . | York, has been elected a vice-| C. A. Massey has been elected|tising manager of 
: » Oe c as a sing anager of the Times, 
ute free to their custom- Copy Council Elects | president. Robert W. Mickam of | president of Lever Brothers Can-| Laredo, Tex., has been appointed 
rs. The magazine, Krick said, S. H. Giellerup of Marschalk &|the copy and service department] ada, succeeding G. A. S. Nairn, | retail advertising manager of the 
will be supplied to leaders in many | Pratt, has been elected president|/and F. J. Becker, assistant treas-| who has joined the parent organi-| News-Press and Gazette, St. 


ifferent businesses and industries of the Copy Research Council,| urer, have been elected directors. | zation, Unilever Ltd., in England.| Joseph, Mo. 
hroughout the country, including 


Bullocks - Wilshire, Los Angeles 
department store; Catalina Knit- 
ting Company, Los Angeles; Chip- 
man Chemical Company, Bound 
Brook, N. J.; Florida Citrus Grow- 
xs. Tampa; Socony Vacuum Oil 
(Company, the Chicago Herald- 
American, ete. 
The 32-page monthly magazine, 
which lists forecasts of tempera- 
tures and precipitation by states 
bnd areas for commercial use, car- | 
ries advertisements, without dup- 
- Hooperqgication of product, of manufac- 
¢ ating Murers who serve retail outlets. Its 
s 10.2 Zirculation is given at 5,500. 
ae The service was founded in 1931 
S 85 fiby Dr. Irving P. Krick, professor 
f meteorology, California Insti- 


20.3 


18.8 


> & tute of Technology. 

S 82 

ie 3.1 . 

© 73 [lwo Join Weatherhead 


co 94 E. Ross Righter, formerly adver- | 
sing manager of the mechanical | 


. 73 oods division, Goodyear Tire “4 
p tuber Company, Akron, has joined | 

e Weatherhead Company, Cleve- 

ckerjac nd, as publications advertising 
DS Pack Manager and editor of the cus- 
re. Mi mer house organ, “The Weather- | 
ig. Com Map ane: Walter Charo, formerly | 


ith Ralph Maitland Company, | 
‘leveland agency, has become aj} 
opywriter with Weatherhead. 


pA 


presidenfp! the Pittsburgh Post-Gazette, has 

romotiogesigned to join the Pittsburgh 
jun-Telegraph in a similar capac- 
y. He will be succeeded at the 
Post-Gazette by Fred N. Lowe 


‘Le. flones Switches Papers | 
\d bread Paul Jones, promotion director | 


L 
ur 

YOUR Magazine 
fit 

Check the points you 
th would cover if you 


were designing a wom- 
in’s magazine of your 
)0 wn. Then glance over 
Chatelaine — any issue. 
You'll find that it about 


+4 arallels your own ideal. 
It appeals essentially to 
irl the young modern, mar- 
ried woman. It deals 
of vith her home, her fam- 


ly, her appearance. It 
rovides romantic, en- 
ertaining fiction; 
houghtful articles on 
eople and affairs. 


irculation over a quarter 
f a million, reaching one 
» four English-speaking } 
rban homes in Canada. 


> PONS 


When you think about the women who read consumer customers of the best drugstores, food stores, department 


e : 
) advertising in TIME, remember: In city after city the best stores vote that TIME is their favorite ad-bearing magazine. 
me\ ld Cialll 4 


the Canadian HOMAN S maga, te 


‘8 University Ave., Toronte 2, Canada 
New ork, Chicago, Montreal, London (Eng.) 
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50 
Directs KEX Sales 


R. E. Rudolph, formerly account 
executive of KEX and KGW, Port- 


Fred W. Fitch, 
Toiletries Maker, 


| responded that these fights have 
been necessary to the business. 


| His battle to have Listerine ads | 


adjudged plagiaristic— they 


Advertising Age, February 5 
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When you buy a product and find it good, you 


™% 


' land, Ore., has been appointed | claimed at o at . 
i | cle ad ne time t ffer a 
sales manager of KEX, newly-ac- Working at 75 Gandeuff cure recclting co wn | can buy more of the same only because it 5 
quired Westinghouse station. |Fitch’s offer of $1.000 to anyone| ° ° . 
. . | see Moines, Jan. 31.—Fred W.| who could “show him a dandruff has a BRAND NAME and you can identify it. New 
Joins Herbert Chason pede Was germe anne and Pres-| germ”—could not have failed to| oe in 
fi i n DO a>©r cnalrman oO le tollet- ~ =e = : ic r > ‘tc | ™ york WAYS AOVERTIGING iNC., 630 FIFTH av , iTY 20 ; . ¢ 
Harold Levine, formerly with | ries manufacturing sconsinney bear- PENONE sEeen Of ile arm Grotucts. niles a ese cela tte Mi ted tt 
; a ines a om Advertising ing his name, celebrated his 75th Makes 40 Toiletries " “E a 
Yorporation, New York, has joined| pirthday Saturday putting in an-| Starting with an “Ideal Hair ; es. 
= executive staff of Herbert other day of work at his office] Grower and Dandruff Cure,” Mr. The use of BRAND NAMES, such as those mi : 
Chason Company, New York. | here. Fitch built up the company until ‘ . a 
It’s work, he believes, that|it now has plants here, in New advertised in the subways and els, puts the on, 
succeeds in merchandising. He} York and in California making | . Se pal 
ALL | F staunchly maintains that luck has| about 40 toiletry articles. In the | makers squarely behind their products. ge 
BY TSEL ee f|/no more to do with business suc-|’20s he began large-scale news- | oll 
|cess than has college training—j|paper and magazine advertising, Ew YORK SUGWAYS ROVERTISING CO.. 1mC., 630 FIFTH AVENUE. WEwW YORK CITY 20 se n 
which he believes leads to idle-| and in 1928 began sponsorship of sei 
THE LIMA NEWS ness. a national radio program. a i 
] ‘ ely “ ae in ee, . At eo the company sPon-| UNDERGROUND SERVICE—Not a campaign, but designed to aid adver. ndary, 
; petal i hi Paap lt ourt —_ pink the — Bandw agon” Ppro~  tisers of branded consumer products, car cards like these are appearing now tings 
1 | wich’s aan val = one aeywe" aid ir on the Blue Netw ork at | in the three New York subway systems. Planned, written and printed by New sult 0! 
miles from any lt “i pare ae a ane pen th 0 Ewr, Sundays. Its | York Subways Advertising Co., the cards are placed in one-quarter of the e col 
’ . : |to the government based in part) magazine campaign for shampoos, | subway cars, therefore reaching 40,000,000 "fares" a month. 12 
other metropolitan city in Jon advertising and merchandising} shaving cream and other articles | “0-2 
e ~ “eg 9 costs (AA, Jan. 22). Asked today | last year exceeded $200,000: me ; ar “ a 
NORTHWESTERN | about his many court contests— Fitch production has been about | be large. Mr. Fitch’s aon, Gail W..,) Physicians Ads Okayed “oy! 
| which have included his famed|halved_ since wartime controls|is president and advertising man- | Phvsicians may afvertice 
Oo HW 2 Oo altercation several years ago with| were placed on deliveries of alco- | ager. : iia otiet team cs, Mie ith a 
|Lambert Pharmacal Company’s| hol to civilian industries, but the| L. ee ger gf ged Daven- err estab Pe ong rn botsieen vio- Bas U 
|Listerine over dandr ‘ures— . any’s siness conti : | port, Ia., handles the account. . ; Ws «< ig t , 
) | Lis ne over dandruff cure he| company’s business continues to} I a ruling by the state attorney gen- hree 
' 7 eral’s office last week. The deci- 1as : 
Ex ; »|/sion answered a question by the jj doub! 
Quaker Oats ‘panding; Missouri State board of health as fp $1,406 
: _Aubineau Appointed to whether advertising constitutes pr rese 
| Myron J. Aubineau, Chicago di-| Soliciting patronage by agents, Me pr 
vision sales manager of Quaker which is illegal. The court decided Ast 
Oats Company, has been appointed | 1" the negative “inasmuch as the Ne 
| manager of the company’s newly- | word ‘soliciting 1S not synony- q rey 
expanded western division, with}™Mous with advertising. es 
| offices in San Francisco. | er: —_ 
Mr. Aubineau will select sites | To Manage Farm Sales 
aad tends I “| absence while with WPB, has re- re 
s ial net Siew {turned to Westinghouse Elect oa 
| Supply Company, New York, a Be 
IC Series on Safety | general farm sales manager. a 
BRUARY | The Illinois Central Railroad has|—_, gap i 
———— NUARY-FE 1e Illinois Central Railroad has | ea 
JA 1945 begun a series of newspaper and Boost Woodbury Powder titutic 
Go radio advertisements in Mississippi Color pages in February issues §ntinue 
CHICA urging greater effort to reduce/of 17 national magazines and The ing pr 
u. S.A. grade crossing accidents. The cam-| American Weekly will be used by fRdden 
paign will use 91 newspapers and/|John H. Woodbury, Inc., Cincin- ory ac 
" 12 radio stations in the state, and | nati, to promote its new Film Fin- Mer in 
7 . ation In ;will run until the middle of |ish powder. Lennen & Mitchell, Hsing p 
Vocational Circul March. New York, is the agency. 


Commercial Air Transport 


ice: Vice Presi- 
tendents, Ass*t- 
Chief Service 


General Serv 
dents, Supermn 


(ie aii. hi ee 
YOUR (Vo URE TELLING ME? ITS THIS 


@ THIS IS 


Superintendents, : Crew Chiefs, -MILITARY | WAY EVERY TIME THE Boss 
ngineers, Foreme “ee ectors and RTANT NON O+ SISTER : 
Chie eal . 5 i oon mosT rs SERVICE MARKET WHATA DAY ! RUNS AN AD IN THE UNION-STAR 
ec cevtee: Superintendent® av recon- }\\ .--My FEET ARE KILLING ME 
Line Service: Sup Chief These men are now i 
Foremen, dessa oe and i e : building — AND IVE GOTA 
Mechanics, — a 64 a9 : yerting — virtually re A 1 HEA vy DATE 
mage eee™ e Overhaul: pre-Pearl Harbor wsscqinerape oa", 
Aircratt ane ee Chiets. Mana- iers at an average cost a a \ 
Supern Crew Chiefs, In- . carrie 000 man - 
gers, Foremd Instructors 134 5 $50 000 — over 20, 
spec ors, a™ 4 ' 


and per plane. 


‘ ac- 
Cel hours of lab 


Crew Chiefs, 


instrument, 
Radio Overhaul 


Foremen, 


WS 


port, 


: ir trans 
ents, Foremen: spectors and in commercial air t 
Supervise re 1] of the men who 
Instructors - - , re all O 
ief Inspectors, mane * if and buy | 
Inspection: Chie recommend, specuy 


Crew Chiefs 
+ ne 


Superintendents, 
and Inspectors - 


and equipment by name 


1 793 of them receive 
vice Magazine. 


parts 
_.,and al 
Aviation Ser 


Vice Presidents, 


General Managers, Flight poh 
ntendents, Chief Pilots, Cc sen 
Pilets, Training Directors 


Instructors - 


Operations: 


We challenge any source to 


e actual service 
commercial 


ice Presidents, 
Flight and 
Engineering 


Engineering: Vv 
Chief Engineers, 
Project Engineers, 


name mor 


Pilots, and Research Superin customers in “ ‘i in 

tendertacturing Foremen — transport. Our mages s ssiibe T — ts ends 

NT 8 ed " civilian service fields 1s HE poor working girl. We sympathize with her 

score | lete and efficient! but .can we help it if so many people prefer the r 
Administrative: apiece oon Union-Star? With its substantial lead in City Zone 


ts, 
Vice irncseeiaggene” Purchasing 


Supervisors 


Agents 


circulation for over ten consecutive years, it is 

now delivered to more than three out of every 
homes. It is the number one choice in 

Schenectady by leading national advertisers. 
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@ Let us help you evaluate 
your advertising expenditures to this market. 
Write for specific information. 


AVIATION SERVICE MAGAZINE | 
549 West Washington Boulevard, Chicago 6, Illinois __ 


the Publishers of Motor Service poses aease: > 
r 23 years, among automotive service publications 
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ouncil Assigns 
mergency Rating 
9 5 Campaigns 


New York, Feb. 1—Five home 
ont information programs were 
4ed this week as emergency— 
““p’—by the War Advertising 
uncil, in its revised list of 27 
mpaigns requiring advertising 
sport. These five are Army 
se recruiting, economic stabi- 
vation, Merchant Marine recruit- 
.s paper conservation and sal- 
je, and recruitment of Wacs for 
vice in Army hospitals. 
Campaigns are now grouped by 
rsency ratings: emergency, con- 
nuing-primary, continuing - sec- 
dary, local, and short term, with 
tings revised periodically as a 
sult of changing war conditions. 
e council has currently classi- 
d 12 campaigns as “C-1,” five 
; “C-2,” four as “L,” and the Na- 
al Red Cross 1945 campaign 
ST.” 


Y 


as Utilities Line Up 


hree-Year Promotion | 
Gas utilities have underwritten 
doubled expenditure amounting | 
$1,400,000 a year for three years | 
y research, national advertising 
nd promotion by the American 
is Association. McCann-Erick- 
n, New York, handles general 
ivertising and Ketchum, Mac-| 
od & Grove, Pittsburgh, handles | 
usiness paper schedules. 


actadden Boosts Drake 

Herbert G. Drake, formerly gen- 
| advertising promotion man- 
er of Macfadden Publications, 
s been appointed general pro-| 
tion manager. He will super- 
se all editorial circulation and | 
stitutional promotion and _ will 
ntinue supervision of all adver- 
sing promotion. He joined Mac- | 
tdden in 1938, becoming True | 
tory advertising promotion man- 
ver in 1941, and general adver- 
sing promotion manager in 1943. | 


of Oklahoma's 
land area has 


100% 


of the State's 
Lead and Zinc 
a 
This Area, which is 


Oklahoma's 
No. 1 MARKET 


Time, Inc., Purchases 
Chicago Building 

Sale of the Michigan Square 
building, 520 N. Michigan Ave., | 
Chicago, to Time, Inc., publisher | 
of Time, Life, Fortune and Archi- 
tectural Forum, was sanoeates | 
last week by D. W. Brumbaugh, | 


secretary of the company. North-| 
western Mutual Life Insurance| 
Company, Milwaukee, sold the 


property. 

Time, Inc., paid $500,000 in cash 
and gave a mortgage for $1,750,- 
000, due in 20 years, and will soon 


| move 


its over-crowded subscrip- 


tion department from _ present 


/quarters at 330 E. 22nd St. into 


the 10-story building. Most pres- 
ent tenants were notified they 
must vacate by May l. 


Austin Forms Business 

W. H. Austin, for the past 15 
years eastern Canada representa- 
tive of Western Producer, Saska- 


| publishers’ representative business. 
represent | number of 
Western Producer and offices re-| recall the product to farmers as | advertising, 


He will continue to 


main at 112 Yonge St., Toronto. 


‘Dr. Porter’s Oil Pushed 


for Humans, Animals 
| A two-track campaign to revive 
interest in Dr. Porter’s oil, one of 


| the oldest products of Grove Lab- | 


oratories, St. Louis, has been insti- 
|ltuted by the company’s agency, 
| Russel M. Seeds Company, Chi- 
|ecago. The product, a rub-on medi- 
cation for cuts and abrasions, had 


|toon, Sask., has established his own | not been pushed for years. 
Initial 


space was taken in 
farm publications to 


a} has 
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In a test just begun, which 

will run until April, ads in the 
| Courier, Ottumwa, Ia., and Mes- 
senger & Chronicle, Fort Dodge, 
!Ta., feature its use as a healing 
agent for humans. 


} mals. 


Fargo Appoints Hopper 
Fargo Mfg. Company, Pough- 
keepsie, N. Y., manufacturer of 
solderless connectors, line splices, 
‘and other electrical specialties, 
appointed Schuyler Hopper 
New York, to handle 
sales promotion and 


Company, 


a remedy for external use on ani-| field research. 


DISTRIBUTORS?-That’s e-a-s-y!! 


1. AH, THE trouble of it all. We presume 
that you, like most, are trying to figure 
out your postwar distributor, jobber, 
and dealer set-up. 


you want to 


plus bonus counties in 
Missouri, Arkansas and 
Kansas 


s 
BLANKETED 
only by 
KVOO 


3. THIS IS WHAT: write down just what 
say to them, and we'll tell 
you how to reach 113,085 of the most 
important men in the distributing field... 


e Has largest business circulation 
@ Has grectest reader response 
© Costs less per reader 


Choose the leader... 


Facts and figures—detailed and interesting—are available on the 
remarkable way NATION’S BUSINESS can be of help to anyone 
who has a distribution and dealer problem. Write to NATION'S 
BUSINESS, 1615 H Street, N.W. Washington 6, D.C. 


2. WE DO not have to tell you that 


distributors are rare, rare birds to- 
day. But we do not recommend 


them! Makes ’em mad. 


4. BECAUSE, like the rest 


portant business men, these intelligent fel- 


lows read NATION'S 


anything so drastic as trapping 


of America’s im- 


BUSINESS, too! 


Your message to them will... be... read! 
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. .7 ad ’ 
Edits ‘Playthings Hunter Promoted Stark to Agency 

Ben W. McCready, with the staff| John A. Hunter, sales represen- Milton Stark, advertising man- 
of Playthings, New York, for 25| tative of Quaker Oats Company of|ager of J. N. Adam & Co., has re- 
years, and son of its founder, | Canada, Peterborough, Ont., for|signed to join Bowman & Block, 
Robert H. McCready, has been|the past 14 years, has been ap-|Inc., Buffalo agency. He will be 
appointed editor, succeeding John| pointed supervisor of sales fer|succeeded at Adam by John L. 
M. Cloud, resigned. | western Canada. Kimberly Jr. 
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’ |. . and then came 


PEACE OF MIND 


NEW YORK ° 


For hundreds of years, men toiled and 


sweated, scrimped and saved to win 
financial protection for their families, 
security for their old age. Then came 
Life Insurance . . . and a great new day 
of Peace of Mind, in which young families 
could enjoy today without fear of to- 
morrow—and older folks could live out 
their sunset years in ease and indepen- 
dence. 


Advertising played one of its most useful, 
most successful roles in popularizing the 
idea of Life Insurance. Today still, 
advertising in The Star Weekly and other 


The Star Weekly has amazingly high readership in all in- 
come classes in all sections of Canada. Its 750,000 circulo- . 
tion represents over 2,600,000 readers (3.48 per family). 


publications is Life Insurance’s most 
effective instrument for educating people 
in the school of thrift and foresight. 


Life Insurance is “‘a family affair.” And 
that is why Life Insurance advertisers 
use The Star Weekly. For this is Canada’s 
greatest family publication . . . reaching 
into 750,000 homes week after week .. . 
read thoroughly by men, women and 
children in every home. The Star Weekly 
alone gives over 50% coverage of Canada’s 
urban centres—alone, it covers 38% of 
ALL English-speaking families from coast 
to coast! 


tte STAR 


AT 80 KING STREET WEST, 
TORONTO, CANADA 


WEEKLY 


U. S. REPRESENTATIVES: WARD-GRIFFITH COMPANY INCORPORATED 


CHICAGO ° DETROIT e BOSTON 


° ATLANTA e SAN FRANCISCO bd 


SALT LAKE CITY 


DOLLAR 


PROOF ON REQUEST 


‘THE DISPATCH - COLUMBUS, OHIO. 


INARKET 


Sylvania Ad Copy 
in 5 Magazines 


Based on Surveys 


New York, Feb. 1.— Sylvania 
Electric Products, in January 
issues of House Beautiful, House 
& Garden, Newsweek, Time and 
The Saturday Evening Post ran 
the first of a series of adver- 
tisements featuring questionnaires 
on what the reader would like to 
have in home lighting, radio, tele- 
vision and electronic devices in 
the postwar period. 

Two advertisements, one di- 
rected to general readers and the 
other to business men, were pre- 
pared on the basis of two sets 
of queries, one aimed to stimulate 
consumer thinking in terms of 
needs for the home, the other to 
encourage business men to con- 
sider lighting and electronic de- 
vices for the office. Copy Calls 
attention to Sylvania surveys 
available on request to the com- 
pany, which have been prepared 
by Stewart Brown & Associates, 
and readers are invited to compare 
their wants with those of people 
already interviewed, Later ads in 
the series will give the results of 
the survey. 

Sylvania has also undertaken a 
radio merchandising study, in 
which consumers were asked to 
answer questions concerning types 
of radios desired, where bought, 
what features were needed, etc. 
This study, now being presented 
to about 50 leading radio set 
manufacturers, will be shown to 
radio papers this month. Newell- 
Emmett Company is Sylvania’s 
agency. 


Keenan to Open Road 


W. Hubbard Keenan, Pacific 
Coast representative of Crowell- 
Collier Publishing Company for 
17 years, has joined Open Road 
Publishing Company, Boston, in a 
similar capacity. Mr. Keenan will 
handle Child Life, The Open Road 


for Boys and Outdoors. 


Advertising Age, February 5 jg 15 


National Co-op 
Sales Increased 
21.5% in 1944 


* Chicago, Jan. 31.—A _ whilesajd 
business totaling $151,205,317, rey, 
resenting a 21.5% increase oye 
1943, was revealed at a recen 
meeting of 18 regional cooper, 
tives affiliated with Nation:| ( 
operatives, Inc. The year’s jp 
crease in dollar volume wa 
$26,805,938, of which about $2.59 
000 was the result of an additig, 
of two new members—the Uts} 
Cooperative Association, Sali Lakd 
City (with a volume of $275,009 
and the Manitoba (Canada 
Wholesale ($2,100,000). 


por 


5, 


fonda 


The 18 regionals represent 3,249 WT 
local retail cooperatives serving’ 
1,166,000 patron members. Thregif 
of the groups are in Canada, [qpy”*, 
the past six years purchases madq Ang ‘ 
by these associations have inj.’ 
creased more than threefold, it ware" 
| stated. ee 

It is also reported that Nationae’***. 
Cooperatives and the Cooperativg we 
League of the U. S. A. will mergg™ °°" 
in the near future. a 

our Oo 
isitin; 
Spadea to CBS he Ui 


Joseph R. Spadea, recently j lusion 


the Army, and previously Detroj 
manager for Edward Petry & Co, 
and Scott Howe Bowen, has joined 
the network sales department . 
CBS as Detroit representative, 


Pictorial Names Agency 

Pictorial Films, Inc., which re 
cently -ecame affiliated with Pat 
Industries, Inc., has  appointe 
Shappe-Wilkes, Inc., New York, t 
handle all advertising and pub 
licity. 


Doebler to KMOX 


C. W. Doebler, sales promotioy 
director of KWKH-KTBS, Shreve 
port, La., has been appointed sale 
promotion manager of KMOX, § 


Louis. 
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rising Age, February 5, 1945 
y 1945 


p [orden Ac Budget 
4 15,000,000 in “45; 
: “oathange Blue Show 


@ recenfll New York, Feb. 2.— Although 


Cooperagordon Company plans during} 
On! Codffos5 the largest advertising pro- 
Cars ing#-am in its 88 years, the Ed Wynn 
Me _Wag.ow on the Blue Network will 


t $2,500, ot be part of this year’s $5,000,000 
idget. On Feb. 26, after 26 weeks, 


the Utalf%.e comedian will conclude his 
= _Lak@@ries for Borden products, with | 
$2" 000s company substituting a musi- | 
(Canads ariety program March 5, 
sf fonday evenings, 9-9:30 p. m., | 
ent 3,20 WT. | 
| Serving In a statement regarding the | 
.. Thre@ffance of shows, Stuart Peabody, | 
mea, ivertising director of Borden, | 
vl aid, “In completing the assign- | 
id. nent given him, Ed Wynn has! 
ai sain demonstrated his ability to 
Nati nake people laugh . .. we wish 
a wins im well in the patriotic work he 
oh aca ; about to undertake.” 

‘i Mr. Wynn plans to resume his 
our of the “Purple Heart Circuit,” 
isiting GI hospitals throughout 
he United States upon the con- 

cently lusion of his broadcasts. Borden’s 
. Detroj ew program, although full talent 
Ty & Co as not yet been set, will feature 
ie tol “Mark Warnow’s orchestra and 
ine 2 inger Jerry Wayne, both of whom 
bative re now heard on the Wynn show. 
oy Sai foung & Rubicam is the agency. 
yenc Gum Labs to Mutual 

hich Y Gum Laboratories, Clifton | 
ath P ‘‘Meights, Pa., on March 18 will 
aieitall ‘omote Ivoryne chewing gum on| 


7,” eer () Mutual stations with a musical 
: O'k, Grosram, “Hello, Sweetheart, | 
and pubtiello,” Sunday, 1:30-2 p.m., EWT. | 
Agency is McJunkin Advertising 
‘ompany, Chicago. 


Moore Starts Seasonal Show | 


2rOMOLOM Benjamin Moore & Co., New 


Pee ee: fork paint firm, which has used 
CQ SaleR. ation ple “aj . > : } 
MOX. Sf etwork radio for the past 15 


ears as part of a seasonal spring | 
ampaign, starts sponsorship of 
Betty Moore,” home decorating 
mmentator, on 90 Blue Network 
tations, Saturday, March 10, 
1:30-11:45 a. m., EWT. Agency 
s St. Georges & Keyes, New York. 


Moves 2nd Show to Blue 


George W. Luft Company, Long 
sland City, N. Y., on Feb. 23 is} 
moving ‘“‘Tangee Varieties” from 
} Mutual stations, Thursday, 
b:30-9 p.m., EWT, to the full Blue 
letwork, Friday, 10-10:30 p.m., 
EWT. The maker of Tangee cos- 
metics already sponsors a Sunday 
nusical show featuring Sammy 
‘aye’s orchestra on 179 Blue out- 
lets, 1:30-1:55 p.m., EWT. Agency 
s Warwick & Legler, New York. 


Cancels ‘Brewster Boy’ 


Quaker Oats Company, Chicago, 

on March 2 is canceling “That 
Brewster Boy” on 123 CBS sta- 
tions, Friday, 9:30-10 p.m., EWT, 
reportedly because of the pro- 
gram’s similarity to “The Aldrich 
Tamily.” Quaker is said to be 
0oking for another “family” show 
) fill the time. Agency is Ruth- 
rauft & Ryan, Chicago. 


Faulkner to Air Express 
Stewart Faulkner, formerly di- 
rector of advertising and assistant 
eneral traffic manager of Alaska 
urlines, Anchorage, Alaska, has 
een appointed assistant to the 
tresident of Air Express Interna- 
tonal Agency, New York interna- 
air freight broker and for- 
r. He will direct sales and 
tising. 


\) Heme - 
RiO GRANDE VALLEY 
Group in Jexar 
noaches 
TEXAS’ MAJOR MARKET 


et 228,000 population 


QUARTER BILLION 

Year ‘Round Income 
Harlingen Star - McAllen Monitor 
Brownsville Herald 


|drops, has appointed Theodore J. | partment store, has been appointed 
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Dickson Joins FC&B_ _| Perfect Circle Promotes Thompson to Mutual hehe mes nage are dic Moin erat —r 
Gregory Dickson, formerly with e Robert Bland, director of adver- Jesse Thompson, recently pro- | ia broadcasting pr sa He 
Paramount Pictures and Walt | tising production for Perfect Cir- | motion manager of the cooperative | will retain the “radio and X-ray 
Disney Productions, and former|cle Company, Hagerstown, Ind., | program division of the Blue Net-| division functions ’ 
OWI director for the State of New/has been appointed assistant ad-| work. has joined Mutual Broad- Be 
York, has joined the New York of- | vertising manager, succeeding | casting System, to handle special 
aiieis dae & Belding as | Martin Davis, resigned. | work in counection with the net- 
. a work’s policies and planning. 
; Joins Frank & Seder 
Ocu-lav Appoints Funt | Milton Merz, for the past 13 
Ocu-lav, Inc., New York, manu- | years advertising manager of Mc- 
facturer of eye wash and eye!}Curdy & Co., Rochester, N. Y., de- 


Named WestinghouseV.P. 


Walter E. Benoit, assistant to the 


vice-president of the radio and| fg@'ia LETTER SHOP, Inc. 


Funt Company, New York, to publicity director of Frank & Seder! X-ray divisions of Westinghouse 431 S. Dearborn St., Chicago 5.Illinois 


handle its advertising. | department store, Pittsburgh. Electric & Mfg. Company and of | 


She FINISHING TOUCHES MAKE THE LIKENESS 


A great mass of snow puffingly rolled into a huge ball doesn’t look like ‘‘Bill” Fields or the man next 
door except in the imaginative minds of Joe and Susie... but wait....Neither does a sheet of 
copper, no matter how gleamingly the light bounces off its polished surface, look like something 
that ultimately will transmit an artist's or photographer's masterpiece to millions of pairs of 
eyes...and minds.... It's only after skilled craftsmen, wise in the art of reproduction via metal, 
have applied their skill, their experience and their wisdom to photographing, printing, etching, 
finishing, proofing, re-etching and finishing and tooling that a piece of copper becomes a photo- 
engraving... and the engraver’s tool in a master’s hand sensitively coordinated with an artist's 
mind gives the finishing touch that makes the likeness real.... Every prideful advertiser has found it 
particularly important in these days of paper and ink restrictions and of other physical limitations 
to have their engravings made by craftsmen who know the effects of those limitations on fine repro- 
duction... and an astonishing number of them have been and are becoming Rogers customers. 


ROGERS ENGRAVING COMPANY ‘ 


Master Craftsmen of Photo-engraving 
Adolph F. Buechele, President 


2001 CALUMET AVENUE ° Phone CAL 4137 ° CHICAGO, ILLINOIS 
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SUCH AN OPPORTUNITY 

FOR A YOUNG ADVER- 

TISING MAN RARELY 
PRESENTS ITSELF 


One of the nation's largest pub- ~ 


lishers (in New York) needs a sales- | 
minded advertising ''comer" to fill. 


the position of Assistant Sales. 
Promotion Manager in its Aviation 


Publishing Division. 
the vision to see beyond the nom- 


inal starting salary ($3, 000}—if you creative ability, be 


wish to establish yourself in a 
strong position 
the aviation industry—you will find 
in this organization truly unlimited 
possibilities for advancement. 


To qualify, you should be between 


25 and 35, draft-exempt, with 3 to 
5 years copy experience—and ser-| with growing 


ious in purpose. 


in association with | ested, tell all in first letter including 


jagree able 


| 


Write for interview giving full details of 


your background, and tell us why you 
feel that you could go places if given full 
opportunity. Box 6053, Advertising Age, 
330 W. 42nd St., New York 18, N. Y. 


| 
| 
| 
| 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted, ” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum ‘charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


HELP WANTED | 
ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 


HELP WANTED 
ARTIST 
for advertising 


Commercial, depart- 


} essential war and civilian materials. 
| Real opportunity for someone with 
Pett ability, well - grounded in 


Address 
Agency, 


starting salary. 


France - Duff Advertising 


|Omaha, Nebraska. advertising fundamentals and ex- 
ADVERTISING & PUBLISHING perienced in preparation of copy for 
All Types of Positions |industrial trade magazines and di- 
Placements anywhere in the jrect mail. Give details of what you 
United States have done, age, draft classification 
GERORGE WILLIAMS—Personnel and state salary. 
209 S. State St.. Har. 2063, Chicago | 30x 7104, ADVERTISING AGE 
ARTIST, Live advertising agency | 330 W. 42nd St. New York 18, N. Y. 
account list offers | pyperienced advertising secretary 
|permanent job, real advancement | wanted by well established, fully 
opportunity for draft-exempt, am- recognized small Chicago advertis- 
| bitious, creative worker on layouts, | ink agéncy. Prefer seasoned, mature 
finished art. Write full details, in- | woman who knows production media, 
cluding draft-status, present salary. | general agency routine. Good salary 
aon bend ADVERTISING AGE to qualified applicant. Our staff 
330 W. 42nd St., New York 18, N. Y. | knows of this advertisement. 
Local Advertising Salesman on daily Box 7106, ADVERTISING AGE 
newspaper in college town in Illi- 100 FB. Ohio St., ¢ *hic aeo Yi, fil. 
nois, who can take complete charge - — -—- 
of display advertising department in E DITOR W ANTED for technical 
6 months time. Permanent position |magazine. Knowledge of metallurgy 
as no service men returning after |and foundry technique helpful. All 
war. replies kept confidential, 
Box 70938, ADVERTISING AGE Box 7108, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 100 FE. Ohio St., Chicago 11, Ill 


He could raise the roof in Washington 


i you want to know who really 
runs this country, look for a 
familiar figure in overalls. He’s 
the real boss. The American 
farmer. 

He wields the mightiest politi- 
cal influence in America. 62% of 
our representatives, 779% of our 
senators are elected by rural 
constituencies. 

Business should perhaps know 
the farmer better. He’s our big- 
gest producer, biggest employer, 
biggest consumer. He operates on 
only one scale—a colossal scale. 
Last year’s farm income is esti- 
mated at 27.8 billions, an all- 


oun 


walls if 


among farmers—it is our job to 
supply the farmer with the vital 
information he must have to 
maintain his own responsibilities. 

Our field staff of 600 agricul- 
tural authorities is working un- 
ceasingly in the farmer’s interest. 
And thus Country Gentleman is 
working in the interest of all 

American Industry. For the 

service we give to farmers is 
reflected not alone in their con- 
fidence in Country Gentleman 
itself, but in the products ad- 
vertised in its pages—the prod- 
ucts. America must sell to the 
farmer if the nation is to prosper. 


time record for any industry 
on earth. And that was the en- 
tire world’s good fortune. For 
in these days the efficiency of our 
agriculture is essential not only 
to ourselves, but to all our fight- 
ing Allies. 

For that reason, Country Gen- 
tleman is very mindful of its 
present re- 
sponsibili- 
ties. As the 
farmer’s No. 
l magazine 
—enjoying 
unmatched 
preference 


POSITIONS ment of essential industrial concern. 

FRED MASTERSON | Should have experience in layout, 

SINCLAIR-MASTERSON | lettering, finished pen and ink, wash 

PERSONNEL drawings, paste-ups. Permanent. Lo- 

310 S. MICHIGAN, CHICAGO | cation, New York City. State age, 

20 YRS. ADV. EXPERIENCE ;}draft status, experience and salary 

If you have LAYOUT ARTIST for fast-growing | desired. Box 567, Church Street An- 

Omaha Agency. Key position open | Mex, N.Y.P.O. . 2 eae 
with real future Must ha ve real | COPYWRITER 

2 able to visualize | permanent position open in advertis- 

ideas, do some finished art, buy the | jng department New York industrial 

rest and direct production, If inter- concern engaged in manufacture of 


tion Job is open to man with consid- Agency, Free & Peters, Grey Ad 
erable experience. The man we seek |) > es? ae gs “ee 
will consider this connection an ex- vertising Agency, Masons Unite 
|ceptional one because of the oppor- | Advertising Agency Ltd., Ohi 
= y wy veces! gap — pt bel es | State University, James L. Saphier 
are lig agen 1a Za ¢ ers dia Je 5 
list of accounts that assure con- | Sutherland-Abbott, and Frederi( 
tinued growth during the postwar |W. Ziv Company. 
| period. Tell us enough of what you | rer 
lthink we ought to know about you | e 
to warrant a personal interview. Ad Chief Urges Postwar 
Box 7111, ADVERTISING AGE . 
100 FE. Ohio St, Chicago 11, UL | Educational Program 
Opportunity for Advertising and | emer © 4 loa} 
Sales Promotion Man with promi- Advertising and sales club 
nent manufacturer of refrigeration throughout the country were urged 
= he ee a - a to organize active, permanent com 
area. renera merchandising ant aie ; > . . . ~ } - sor 
dustrial background necessary. Or- mittees representing labor, ag! 
|ganizing ability essential. Write | Culture, industry, consumers, an 
he pha may nce and interv iews | youth to help understand eact 
wi ve strictly confidentia ite <7 aaa 
tox 7120. ADVERTISING AGE other’s problems, and to prese 
100 EK. Ohio St., Chicago 11, Tl. the merits as well as the problem 


Advertising Age, Februar, 
POSITIONS WANTE)) 


Copwriter with good, big 
| background seeks pleasant 


HELP WANTED | 
| Progressive 3l-yenr-old agency in 
| city of 150,000 has two desirable 
| 


ce 


lopenings: Account Executive with | work and live (not N. Y. C} 
lindustrial or general copywriting | Strong on ideas and distinct 

| experie nee acquired in ageney or|slants. Price about $7,000 

| mfgr’s. advertising dept. Salary, | May I send details. ’ 
|bonus and comm. on new business. Box 7115, ADVERTISING (Gp 
Also, Agricultural Copywriter, ex- | 100 Kk. Ohio St., Chicago | 

i Soricncen in farm equipment or; 

feeds. Salary and bonus basis. Both | ageney radio man offers substanti 
jobs permanent with bright future. | experience in: . 
Give full details in letter (conf.). 

Will arrange early interview. Mace | Daytime radio supervision spot. yo, 
Advertising Agency, Inc., Lehmann!/work, local operations  eo)tra, 


portunity. Newspaper background | With highest personal qualificatio, 


helpful. Write full details, ineclud- 


ing draft-status, present salary. Box 7116, ADVERTISING AGE 
Box 7103, ADVERTISING AGE 100 E. Ohio St., Chicago 11, [| 
30 W. 42nd St., New York 18, N. Y. 
ASSISTANT EDITOR ° 
National Engineering journal; fa- Esso News Is First 
miliar with steam and elect. engr. |. ° 
and mech. drawing. Editorial, engi- |1M CAB Spot Ratings 


neering, or advertising experience 
desirable. Excellent opportunity for 
advancement. Give details of educa- 
tion, experience, etc., in reply. Re- 
plies held in confidence. 


First ratings on national 
programs by the Cooperatj 
Analysis of Broadcasting, 


Salary ex- 
Samples 


tions. Give age, exp., 
pected and photo if possible. 
will be returned. 
Box 7109, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Jane,” transcribed daytime seri: 


sponsored by 


Chicago Advertising Ageney Produc- | Richard A. Foley 


COPYWRITER, with the know-how, 
backed by at least 5 years’ experi- | B. 


; | Brown, advertising director « 
ence in visualizing campaigns, 


the RCA Victor 


AChE 


“Spot 


Bldg., Peoria, Ill. estimates, AFRA Agency ai 
PHOTOGRAPHER, If you can set up|age productions. Successf li 
your pictures, give artistic touch |contacts. Departmental ad stra 
without missing significant detail, | tion. , 

this growing, well-established ad- - 
vertising agency offers permanent | Currently employed, seeking ereat, 
job with. definite advancement op- | opportunity in Chicago. Mid 


appear 


Box 7107, ADVERTISING AGE ing in the December program re 
__ 100 E. Ohio St., Chicago 11, ll. _ | port, show the Esso nighttime five 
| ARTIST —attractive agency spot up | minute news program in top placg 
in the fishing country for good a oe ae 9 re 
‘round man. Job is permanent. Good with a CAB rating of 6.2 secon 
money and pleasant working condi- | 1N popularity was Judy an 


Kroger Grocery { 
Baking Company, with a rating ¢ 
5.9. Third with 4.9 was the leu 


‘s ; tay Spmenty racine dl ae gines-Wittnauer Watch Company’ 
rained in layout, lettering design. | éay ” . . 4 Bi 
No exp. necessary. Large nat’l in- Symphonette Pl §ram, tran 
dustry. Five day week. Excellent op- scribed and broadcast locally. 
portunity for young man or woman. Twelve new CAB members ar 
ee Nee training and salary ex- Atherton & Currier, John Blair 
pected, . a : ae + . ? 
Box 7110, ADVERTISING AGE Co., Canadian Broadcasting Cor 
100 E. Ohio St., Chieago 11, IL. poration, University of Chicag 


Advertisin 


of our economic system, by Charle 


division of Radi 


Siok aumedvin tar neeaation, Tf you're | Corporation of America, Camder 
looking for an association that will | w ho spoke before the Philadelphi 
aaa A he oh yep ee erste i Sales Executives Club last week 
agency with a diversified list of a The plan was suggested as par 
counts, this may be your spot. of an eight-point program callin 
ty fe ae gg ian for measures to show youth thi 
: —— —— — “the fullest possible producti 
POSITIONS WANTED |employment is the cornerstone 
A FULLY EXPERIENCED EDITOR our economy.” 


FEATURE WRITER, NEWS MAN, 
available half time to Chicago pub- 
lisher or publie relations concern. 
Man of unusual background familiar 


Crosley Buys WINS 


with publishing detail from begin- 
ning to end, who can take real load for $1,700,000 
ee Se ae Te wae o The Crosley Corporation, Cin 
| een, . . 
Box 7113, ADVERTISING AGE /cinnati, owner of WLW, has pul 
100 E. Ohio St., Chicago 11, Ill. _ | chased WINS, Hearst radio stat 


in New York, for $1,700,000, su! 


ART DIRECTOR | ject to FCC approval. WINS oper 
Sinaia tasers : wat , | ates on 1010 kc., 10,000 watts, 51 
sualizer ears’ experience ad- ne . 7 : Hi for 
vertising field, College man. Age 41,| 4&8 a construction permit for 
Interested only making connection | 50,000-watt transmitter as soon : 
with fully recognized advertising | the war has ended and equipmen 
aha is available. 
sox 7114, ADVERTISING AGE Last fall, under the FCC duo: 
100 E. Ohio St., Chieago 11, I. poly order Crosley sold WSAI 
ee se - -| Cincinnati, for $550,000 to Mal 
30 years’ continuons experience met. |Shall Field, publisher of the C! 
ropolitan dailies and national maga- | C@go Sun. Hearst Radio current) 
zines. oe pases rec hey Desire rep- |Owns and operates WISN, Miiwau 
resent publications Chicago, -aea 4 Yitte . ay 
Box 7118, ADVERTISING AGE kee, WCAE, Pittsburgh, 4 
100 E. Ohio St.. Chicago 11. Ill. WBAL, Baltimore. 
Steno. Al, 12 yrs. mg ore Cc hgo. | ae 
only. 4 hrs. daily, 5 da. $22 wk. 
Rox 7119, ADVERTISING AGE Account to Bloch 
100 KE. Ohio St., Chicago 11, Ill. H George Bloch Advertisi! 
COPYWRITER with |Company, St. Louis, has ac 


Woman, 6 years’ experience 


the account of Baughman Mfz. C 


manufacturer and agency, general ‘ 
accounts. Have personally prepared Jerseyville, Tit... manufactu 
and directed national consumer and 


mechanical spreaders. 


dealer campaigns with outstanding 
result Desire connection with well | _ 
rated et Agency. . 
Box 7117, ADVE ‘RTISING AGE ‘Named BMB Director 
100 KE. Oh io St.. ‘*hicago 11, Ill. rT; : a @ 
R. Vint, president of C: 
Palmolive - Peet Company 
Toronto, has been appointe 


rector of the Broadcast Mé: 
ment Bureau by the Ass 
of Canadian Advertisers. 


CIRCULATION MANAGER 


WAR VET with Trade Paper or Men's 
Wear Merchandising experience for 
job as Circulation Manager of na- 
tional men's wear publication pub- 
lished by Esquire, Inc. Must handle 
all mail promotion. Write giving full 
details — age, experience and salary 


desired. 


Joins Lester Harrison 
Charles H. Harrison has 

the New York advertising 

of his brother, Lester Harri A 

sociates, as account executi A 

copywriter. He was former 

Henry J. Kaufman 

Washington. 


APPAREL ARTS 


919 N. MICHIGAN AVE., CHICAGO, ILL. 
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Buyers Pick Up 
Good Ideas, Little | 


Apparelat Mart | 
Chicago, Jan. 31.—Postwar sug- 
ns and plain advice were far 

plentiful than merchandise 

t the opening here this week of 

‘ye spring and summer apparel 

market in the Merchandise Mart. 

“John C. Goodall, general man- 
of the Mart, estimated the 
arst day’s attendance Monday as 

‘he highest of any apparel market 
jyring the war. He pointed out 

that in addition to the new cotton 

-ylings effective Jan. 15, recent 
oontrols designed to roll back 
jothing prices, announced by 
WPB and OPA, increased advance 
egistrations of buyers and retail 
sore managers interested in judg- 
ng the rulings’ effects on spring 
and summer sales. 

According to manufacturers at 
‘the Mart, full effects of the cotton 
varn rulings are not likely to be| 
felt for the present season since 
many producers made provisions 
for such a contingency, but con- 
tinued shortage of light fine cotton 
varns for underwear will curtail 
allotments in this division. Mer- 
chants probably will find it advis- 
able to place greater emphasis on 
infants’ and children’s wear, 
although stock on hand will pro-| 
vide some fill-in merchandise. 

L. H. Chenoweth, manager of | 
plastic products sales, B. F. Good- 
ich Company, Akron, said im-| 
proved apparel and utility fabrics 
will result postwar from the use 
bf plasticized vinyl rosin, current- | 

being advertised as Koroseal, | 

corrosion-resistant, waterproof, | 
lexible and odorless synthetic in | 
use for raincoats, helmets, clothing | 
and wire insulation by the military | 
forces. 

Meanwhile, the Annual Spring | 
Wholesale Market Week, spon-| 
ored by the Chicago Association 
f Commerce, opened with a 
evere scarcity of rayon and cot- 
ton goods. Dealers were said to| 
be rationing their stocks to ac- | 
commodate customers. 


~+ 
> 
gest 


Duffield Joins F&S&R 
as Account Executive 


J. E. Duffield Jr. has joined Ful- 
ler & Smith & Ross, Inc., in the} 
Cleveland office as a staff member 

the Alumi- 
num Company 
of America ac- 
unt, 

He was for- 

erly advertis- 

g manager of 
Republic Avia- 
Corpora- 
tion, Farming- 
dale, N. Y., and 
previously was : 

ith Servel, 
Inc., Evansville, J. E. Duffield 
Ind.. and Sears 
hoebuck & Co., Chicago. 


tlon 


Fuller Leaves ‘Sun’; 
Williams Appointed | 


Gilbert H. Fuller has resigned as | 
ivertising promotion manager of 
‘he Chicago Sun, to rejoin the 
wrence H. Selz Organization, 
icago, as account executive. He 
as with Selz prior to joining the | 
sun, and previously was with 
ixon, Ine., and Ruthrauff &| 


C. T. Williams, head of the Sun’s 

esearch department since 1941, 

een appointed manager of the 

vertising promotion and_  re- 
n. departments. 


PARDON US 


Some New Customers 
Are Waiting For You 


'{ veur business is in something | 
to eat or drink 
or something to wear, or just 
Sut anything. Here's a market 


_ 


th really responds to the “invita- 
he to buy.” For the Negro looks | 
® his race press with confidence | 
_ loyalty. Your advertising in | 


© papers can win the response 
“n° regular patronage of this 7 bil- 
dollar market. Get the facts on 
e of the success stories built by 
s¢ ertising in this live field. Drop 
Ww -tter or post card today to 


Iniorstate United Newspapers, Inc. 
“S FIFTH AVENUE, NEW YORK 


Spitzer & Mills Opens 
Vancouver Branch 


Spitzer & Mills Ltd., Toronto 


|and Montreal agency, has opened 


a new branch in Vancouver, B. C., 
under the direction of Ken David- 


partment of British Columbia 
Electric Power Corporation, Van- 
couver, and later in agency work 
in Montreal. 


Bulova Expands Schedule 


Bulova Watch Company, 
York, is using additional ratio sta- 


tions and an expanded magazine | 
|ciate of Dr. Matthew N. Chappell, 


list during 1945 in the largest ad- 
vertising campaign 
pany’s history. Messages with time 


| Dana 


ee | Terry, 
son, formerly in the publicity de- | 


New | 


in the com-| 


Join Dana Jones 


Robert P. Howard, formerly di- 


| rector of advertising for Nion Cor- 


poration, Los Angeles, has joined 
Jones Company, Los An- 
geles, as account executive. Paul 
formerly copy chief and 
radio director of Barnes-Chase 
Company, San Diego, has joined 


|the agency’s executive staff. 


Behrens to Chappell 
Dorothy M. Behrens, for the 
past seven years with C. E. Hooper, 
Inc., recently as manager of the 
Network Hooperatings Reports, 
has resigned to become an asso- 


New York consultant on radio 
measurement and media effective- 


signals will be broadcast over 259/ness. She will continue to work 
stations, 365 days a year. Bulova’s| closely with C. E. Hooper and} 
agency is the Biow Company, New | Hooperatings, to which Dr. Chap- | 
York. |; pell is consultant. | 


Speed Queen Expands 
Speed Queen | 


Advertising of 
washers, manufactured by Barlow 
& Seelig Mfg. Company, Ripon, 
Wis., 


is being expanded to include |lisher of Western 


55 


|Paper Quota Cut 


The War Production Board has 
ordered Western Family Publish- 
ing Company, Los Angeles, pub- 
Family, to re- 


Better Homes & Gardens, Good duce its 1945 paper quota by eight 


Housekeeping, Household, Ladies’ | tons. 
Home Journal and Parents’ Maga- | 


zine. Farm publication advertis- 
ing, carried last year in Country 
Gentleman, Farm Journal, South- 
ern Agriculturist, Southern Planter 
and Successful Farming, will be 
continued. 


Riordan Adds Messler 


John J. Messler, account execu- 
tive in the Los Angeles office of 
Foote, Cone & Belding for the past 
eight years, has become a member 
of the firm of John H. Riordan 
Company, Los Angeles agency. 
The company name has_ been 
changed to Riordan & Messler. 


The suspension order fol- 
lowed use of paper in excess of 
quota for the Jan. 1, 1943-June 30, 
1944 period. 


Ohio Papers to Meet 

Ohio Select List will hold its an- 
nual meeting Feb. 8 in Columbus. 
Meetings of the Ohio Newspaper 
Association and the Buckeye Press 
have been canceled in compliance 
with government request. 


Heads Curtis Advertising 


Frederic I. Barlow has been ap- 
pointed vice-president in charge of 
advertising of Curtis Shoe Com- 
pany, Marlboro, Mass. 


Sixteen years ago we made the above state- 
ment in our book ‘‘The New Trend in Mer- 


chandising to Motorists.” It was true then, 
and it is true today... Gasoline stations de- 
veloped into super service stations because 
of the needs of motorists, and expanded 
the types of service rendered because car 
owners wanted it that way. That’s why 


THE 


these outlets get the big customer traffic. 

Today, over 56,000 one-stop stations — 
readers of SUPER SERVICE STATION 
magazine — constitute a dominant force in 


automotive retailing and servicing . . . 


Reach them through their own magazine — 
SUPER SERVICE STATION, published 
monthly in standard 7" x10" print page size. 


IRVING-CLOUD PUBLISHING COMPANY 


435 North Michigan Ave., Chicago 11 . . . 420 Lexington Ave., New York City 17... Leader Building, Cleveland 14 
Also publishers of JOBBER TOPICS, the Number One book for automotive jobbers. 


The Super 


largest in 


Service Station 
magazine, founded in 1929, is 
published monthly for owners 
and managers of super stations. 
It has 56,000 controlled circula- 
tion. Its advertising index is the 
its field and reads 
like the Blue Book of automotive 
after-market manufacturers. 
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“\ How Busiress and Industry Are Preparing for a Peacetime. cae 


Tremendous Growth Seen for 
Chemical Industry in South 
Urging active cooperation now 
to meet the “tremendous postwar 
chemical development in the 
South,” Francis Chilson, New York 
City industrial consultant, in an 
address to the Chattanooga branch 
of the American Chemical Society, 
said, “There is no doubt that the 
South is in the process of awaken- 
ing from the lethargy imposed by 


conditions following the Civil War. | 


It is my conviction that the imme- 
diate postwar years will see 
mendous development in the 
chemical industry all through the 
South, but particularly in the 
watershed serviced by the TVA.” 

The predicted expansion can be 
fostered, Mr. Chilson believes, if 
business men of the South “take a 
positive hand in inducing profit- 
able industry to locate here.” He| 
said they should not encourage 
those manufacturers who are look- 


a tre-| 


jing to the South as a cheap labor 

market, because “in the end it is 
economically unsound.” He advo- 
|cated “long profit industries,” such 
|as chemical, pharmaceutical, plas- 
tics and food specialty manufac- 
turing, and others which develop 
products for consumer sale. 

He proposed that they set up 
dual-purpose laboratories in uni- 
versities—one division devoted to 
‘experimentation and _ discovery, 
ithe other to the application in a 
| practical way of these discoveries. 
|He suggested the establishment at 
Chattanooga University of a com- 
pletely equipped “pilot plant,” 
subsidized by the chemical com- 
|panies and staffed by industry 
members. This plant would be the 
nucleus for a course in chemical 
engineering to which the organ- 
izers would contribute. As a third 
phase, he proposed control labo- 
|ratories similar to those in some 
| plants where control chemists are 
|referred to as “consumer repre- 


sentatives” because their job pri- 
marily is to protect the consumer’s 
interests. 

He declared that the ideal re- 
search chemist must have nine 
senses instead of the usual five, 
saying that he needed “a sense of 
timing, commercial sense, sense of 
awareness and common _ sense.” 
He said a keen commercial sense 
could be developed ‘by frequent 
contact with sales and advertising 
men and with the literature of the 
market. 

“If common sense is lacking in 
individuals, it can be developed 
cooperatively by the discussion of 
research programs with sales and 
advertising people who are fa- 
miliar with the markets and most 
trends and .. . by discussion and 
investigation of work done by 
other chemists in the same field. 

“Just as there is only one final 
test of a sound research program,” 
he pointed out, “there is only one 
final test of a commercial product, 
and that is—‘will it sell?’” 

* * * 

Greater foreign trade postwar 
would mean “more high-paid jobs 
for American workers, more profits 
for American industry, and an in- 
crease in general living standards,” 


Yes, any week of the year, you 
can reach me by using GRIT. 
I’m one of 27,029,385 
prosperous people who live 
and work and buy in the true 
Small Towns of America— 
those of less than 2,500 . 
population. We make up 20.5% i 
of your entire market, and 
GRIT is the one publication 
that concentrates on us. 


GRIT PUBLISHING CO 


» WILLIAMSPORT. PA 


Maxwell S. Stewart, editor, 
clares in “What Foreign 
Means to You, 
issued by the Public Affairs Com- 
mittee, New York. 

To clarify the determining fac- 
tors in an export-import economy, 
Mr. Stewart quotes a Department 
of Commerce survey of postwar 
export possibilities which points 
out that the chief barrier to the 
expansion of American exports 
has been not lack of demand on 
the part of foreigners but the in- 
ability of foreign purchasers to 
get the dollars they need to buy 
our goods. 

“Contrary to a too frequent no- 
tion,” the survey declares, “money 
spent On imports... does not 
leave the country. Dollar funds so 
paid out pass into foreign-bound 
accounts. These accounts are con- 
stantly drawn on for’ buying 
American goods and for making 
other payments to the United 
States. It is only as dollars are 
supplied, in one way or another, 
to the rest of the world that Amer- 


ican goods can find markets 
abroad.” 

Department of Commerce fig- 
ures illustrate this point: during 
the late ’20s, the U. S. bought 
$7,000,000,000 worth of foreign 


goods and services, and after pay- 
ing the interest on their debts and 
other obligations to this country, 
foreign countries had $5,000,000,- 
000 a year left to buy American 
goods. By 1932, we spent only 
about $2,500,000,000 for imports 
and our exports fell to a little 
more than $1,500,000,000. 

“When we speak of the Ameri- 
can standard | of living,” Mr. 
Stewart said, “we very decidedly 
are not speaking of something 
entirely ‘made -in- America.’ As 
our technical skill has advanced, 
making possible mass production 
of high quality goods, we have 
become more and more dependent 
on specialized imports from 
abroad. These imports mean jobs.” 
He cited several examples: 

In addition to American tobacco, 
our cigarets contain tobacco im- 
ported from a dozen other coun- 
tries, together with more than a 
score of other ingredients obtain- 
able only in foreign countries. 

To make an American auto we 
import more than 300 different 
products from 56 countries. 

Out of the 37 most important 
materials used in making a tele- 
phone, 18 come from outside the 
country. 

“But it is not only a matter of 
better cigarets, better automobiles 
and better telephones, or even 
more jobs,” he declared. “Without 
realizing it, Americans have be- 
come more and more dependent 
on imported articles for their daily 
comforts. And through the air- 
plane and improvements in meth- 
ods of shipping, they have an 
opportunity of enjoying | a still 
richer life after the war.’ 

The study is the 99th in a series 
of 10c pamphlets issued by the 
committee, a non-profit, educa- 
tional group located at 30 Rocke- 
feller Plaza, New York 20, N. Y. 

* * a 

Foreign travel by Americans 
will almost double after the war, 
a survey of Time readers shows. 
Of more than a million Time- 
reading families, 348,000 plan to 
go to Alaska “some day,” 310,000 
to England and 304,000 to Hawaii. 

Regional summaries of the past 
travels and future trips of the 
Time readers, who have twice the 
average U. S. family’s income and 
the traveling habit, reveal: 

252,000 have been to Europe— 
482,000 want to go. 

99,000 have been to the Pacific 
—397,000 want to go. 

470,000 have been to Canada— 
361,000 want to go. 

86,000 have been to South Amer- 
ica—354,000 want to go. 

274,000 have been to Central 
America—348,000 want to go. 

197,000 have been to the West 
Indies—277,000 want to go. 

Better than eight out 10 Time 
families travel for pleasure, and 
six out of 10 say their business 
necessitates travel. Some 275,000 
have been on vacation cruises— 
647,000 hope to take them postwar. 

While few expect to make an 
Atlantic or Pacific crossing in the 
next five years, many want to see 
the U. S. Pacific Coast, with the 
Rockies, New England and Florida 
following in preference. Outside 
the states, Mexico, the Canadian 


de- | Rockies, Alaska, Cuba and ()jeh 
Trade! get first call for immediat 
” a 32-page booklet | 


Lt. Gladfelder Missing 


| 
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Lt. Glenn C. Gladfelder, pomp. 
tion manager of the Minne ing 
Star Journal and Tribune w) 
entered the Army air fo. 
1941, has been reported mis: n¢g 
action over Germany since Dic 24 


Joins Olmsted & Foley 


Walter C. Strang, for the pay 
eight years advertising manaver o; 
the Northwestern Bell Telephone 
Company in Minnesota, has joing, 
Olmsted & Foley, Minneapo); 
agency, as a member of the firm 


Three to Mutual 


WHKK, Akron, operating o, 
1,000 watts, 640 ke. and owneg 
by H. K. Carpenter, joins Mutua} 
Broadcasting System Feb 
bringing the network’s total t 
249 outlets. Recently joining MBs 
were WFIG, Sumter, S. C., oper- 
ating on 250 watts, 1340 ke, and 
WMLT, Dublin, Ga., of the same 
power and frequency. 
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( lebe p 
: ™ needs for containers and munitions | Listening,” the city-by-city report | vice-president, C. W. Patterson Jr., 

b.] Jompany to Newspaper Group meg — additional quota re-| heretofore available only to Res | SCOT ETNe, High Point, N. C.; sec- 

' - ! #|ductions below the 75% working /|tions and station representatives. |retary and treasurer, J. L. Alle- 

ng Revise Labels to Vetoes Sympathy level established more than a year| Becoming effective as reports|good, Star-News, Wilmington, 
p:omo- fm B ttl N a t C t — i are released, the move has been|N. C. 
Ne Lpo * ewspDrin u The newspaper industry com-|taken, Mr. Hooper said, “to give C. C. Mulholland Jr., Herald- 
vhen h. e erage otmes p : _|mittee’s opinion was based on a/|buyers and sellers of radio time all| Sun, Durham, N. C., has been 
I ;, mtinued from Page 1) Washington, Feb. 2.—Newspaper report from a special task commit-/| possible national audience meas-/| elected president of the Carolinas 
Soing once here that FTC and the Food publishers today tur ned their tee, headed by W. G. Chandler, | urement information, and to avoid | Classified Managers Association. 
Dec 244M, Drug Administration are — = any pppoe ones Pay oy |Scripps-Howard Newspapers, who|the chaos which might have re- — 

enly at o@ds over the matter, |< tof ioe sous Gee »| was formerly director of the print-| sulted if we had permitted an- s 
" ae oth agencies are proceeding | asserting that reduction in the! ing and publishing division. Arthur |other measurement organization to G-E Names Sales Head 
é. exercise a certain amount of | Usage of newsprint coud not bene-/| Treanor of the Booth papers, also| be the sole measurers to release to Robert Friedel has been named 
he past fil isdiction. fit other publishers faced with ala former director of the printing |agencies advertisers’ figures on| Sales manager of General Elec- 
aver off Under the Wheeler-Lea Act,| Shortage of book papers for maga-|and publishing division; F. M.|listening in your city . . .” The|tric’s Newark appliance distribut- 
lephoneffhpeling of foods and drugs is de- | 2!nes and commercial printing. ‘Flynn, New York Daily News;|Cooperative “Analysis of Broad-|ing branch, with headquarters at 
: joined rec to the food and drug people,|__4 special task force of the Richard Finnegan, Chicago Times; | casting is also releasing to its sub-|85 Main St., West Orange, N. J. 
LeapolisfMnile other advertising for these|Newspaper Industry Advisory|s. R. Wetch, Portland Journal, and |scribers city measurement reports. | He joined the G-E distributor or- 


1e firm.foducts remains with FTC. By sagan told Bor “i a an 'J. R. Gray of Monroe, Mich., also ped 
ee aws, however, the FTC re- er cut in newspaper quotas cou | were in the roup. ‘ 
a ha plat to challenge unfair|not release pulp for other pur- niet Carolinas Ad Group 


ganization, Los Angeles, in 1934 
and later became southern district 
representative of the electric sink 


r deceptiv: ts and practices. poses, since newspapers depend . division. 
ine ung at aie scion’ | atgely on a monthly shipment of |Hooper Announces — — aos ees 
owned Claims ‘False pression 200,000 tons of paper which comes : ew officers of the Carolinas : =. 
Secs the “B-1” case. FTC took|i finished form from Canada Expanded Service Advertising Executives Associa- Appoints Compton 0 
1b, 95 peo B-1 Beverage Com- under an agreement which runs} C. E. Hooper, Inc., New York, tion | recently elected, include: Pocket Books, Inc., New York, ae 
otal a Louis. contending that until July. announced today that advertisers, | President, Roy Zeigler, Post-News|has named Compton Advertising, fe 


turing of the well-known vita- Magazine publishers and other | agencies and networks will hence-|& Courier, Charleston, S. C.; Ist] New York, to handle its account, 


, Oper. . the trademark and adver-|Pook paper consumers have | forth be able to subscribe to the | vice-president, R. H. Carson, News| placing special emphasis on post- = 
<C., andiMing for beverages tended to cre- already been warned that military |“‘Continuing Measurement of Radio| & Observer, Raleigh, N. C.; 2nd| war assignments. ia 
le same fi. an impression that vitamin B-1 v 

igs a primary element of the soft a 
——— Bink. While the Commission did 


t assert that there was actual 
islabeling, it apparently based its 
arge on the ground that typog- | 
phy of the label created a false 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 


mpression. Advertising 
J . Defending their action, Paw | NEW YORK + BOSTON + BUFFALO + CHICAGO + CLEVELAND + PITTSBURGH 
‘* ple say that they are in no way MINNEAPOLIS + SAN FRANCISCO + HOLLYWOOD + LOS ANGELES + DETROIT 


meerned with the technical de- 
ils of the labeling, but only in 
atter which may be a means of 
Isely advertising the product. | 
Ne are not concerned where such | 
ise advertising appears,” they | 
ty. “Merely because the false) 
lvertising is on a label need not 
fant it immunity.” 
Despite the fact that the bever- 
e firm returned a flat denial of 
he charge in December, the con- 
oversy was patched up today by | 
-l’s agreement to revise its labels 
that the expression, “lemon-_ 
me soda,” or “sparkling water | 
ub soda,” appears in at least as | 
rge type as the vitamin desig- | 
ition. ; 
The stipulation also provided | 
lat in the future all use of “B-1” | 
the corporative name or in its | 
lvertising would involve some 
companying expression which 
uld clearly inform prospective 
stomers that vitamin B-1 is not | 
primary element, but merely a 
ipplement of value in assimila- | 
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8 
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m of the food elements of the 
bverage. 

Without de-emphasis of “B-1,” 
le Commission insisted, the pub- 
would continue to expect such 
ognized vitamin benefits as re- | 
ff from over-indulgence in in-| 
xicants, and aid in promoting | 
ral growth of children and 
und nerves and normal appetite 
erally. | 


PB Order Halts 
chick Razor Output 


Schick, Inc., Stamford, Conn., 


horing an order designed to con- 
've supplies of critical metals | 
ha manufacture of more than 
4000 new shavers between Oc- 
*, 1942 and May, 1944. 


Promotes Douglas 


s Machines Corporation, 
rk, has been promoted to 
ve assistant. 
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ird M. Douglas, director of | — CRALY ABN 
romotion for International ROYAL CRON, 


Tune In 
AMERICA S 
TOWN MEETING 
OF THE AIR 


SPONSORED BY THE 
READER'S DIGEST 
THURSOAT EVENINGS 
wJz7-8:30P.M. 


This week's subject: Is o large uole 
expomion of ovr foreign trode nec 
essory to ovr prosperity? 


id its subsidiary, Schick Service, yudience for seal 

., have been prohibited by a| circulation 
PB order from making or as-| ( : in 
Mbling new or rebuilt dry shav- | i fit by tunin€ 
Suntil further notice. The order | ; of the Air, 

a stayed pending an appeal. s ho +e Town Meeting 

WPB charged the company with america ° 
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De Mille to Appeal 
Court Ruling; JWT 
Seeks New Emcee 


Los Angeles, Jan. 30.—Cecil B. | 
De Mille, suspended by the 
American Federation of Radio | 
Artists for refusal to pay a $1 as- 
sessment fee, and denied a su- 
perior court injunction to prevent 
his suspension, is expected to file 
his appeal in state supreme court 
this week. He was replaced on 
last night’s ‘“‘Lux Radio Theater,” 
of which he has been director, 
producer and m.c., by Lionel 
Barrymore. 

The suspension was ordered af- 
ter Mr. De Mille’s continued re- 
fusal to pay a $1 union assessment | 
to fight a proposition in last No-!| 


vember’s California election which 
would have made the closed shop 
illegal. He contends tuat AFRA 
has no right to levy funds to fight 
an issue which a union member 
may personally favor. 

Superior Court Judge Emmett 
Wilson, in denying the petition, 
declared in his findings that AFRA 
has the right to levy such an as- 
sessment and that Mr. De Mille, 
as a member of the union, con- 
tracted to abide by its constitu- 
tion and by-laws. 

Claude McCue, executive secre- 
tary of the AFRA Los Angeles 
chapter, declared: “In accordance 
with the previous action of the 
board of directors, Mr. De Mille 
is still suspended. AFRA’s con- 
tract with his employers requires 
that all performers on the radio 
program shall be members of 


AFRA in good standing. Until he| 


has been reinstated, AFRA will 
consider any further appearance 
by Mr. De Mille in broadcasting 
to be a violation of that contract.” 

AFRA officials pointed out that 
the decision to fight the labor 
proposition from which the De 
Mille controversy arose, was made 
only after local membership 
meetings had endorsed the action 
and it was then approved by the 
union’s national board. The labor 
proposition was non-partisan and 
any AFRA member could vote on 
the proposition affirmatively while 
the organization’s funds were be- 
ing used to oppose it, Judge Wil- 
son pointed out. 

Action Ruled Not Political 

In defense of AFRA’s rights, the 
judge said, “I have been unable 
to find a sustainable ground on 
which it could be held that a union 


is Pantagraph Land. 


of MeLean 
Trading Zone. 


You can reach this rich, 


County. 71% coverage 


SINCE 1846 


BLOOMINGTON, ILLINOIS 


Meet Wr. R.. Dee and Mr. M. F. Ge- 


The men who represent the wealthy dual market that 
Mr. R. F. Dee symbolizes an 
annual foodstuffs production of over $65,000,000, Mr, 
M. F. Gee stands for an annual industrial production of 
more than $40,000,600. Mr. R. F. Dee and Mr. M. F. Gee 
both have money to spend 
Pantagraph 


they both read The Daily 
Industrial and 
Agricultural markei through The Daily Pantagraph— 
the ONE NEWSPAPER that is FIRST (in fact—alone) 
in coverage of Pantagraph Land with 84% coverage 
of the Primary 


Gilman, Nicoll & Ruthman, National Advertising Representatives 


PANTAGRAPH @4J LAND| 


Che Daily Pantagraph 


Ca 


‘| producer made a vigorous and elo- | ; ) 
| about 650 communications weekly, 


|may not expend its funds for the 
purposes which its officers con- 
sider for the betterment of condi- 


as including the support of legis- 


lawful aims, or opposition to those 
that frustrate them.” 

Meanwhile, J. Walter Thompson 
Company, agency for the sponsor 
of ‘Lux Radio Theater,’ Lever 
Bros. Company, is looking for a 
permanent replacement for Mr. 
De Mille. 


‘CITIZEN’ DE MILLE ON 
‘MARCH OF TIME’ 


New York, Feb. 2.— Although 
Cecil B. DeMille has been barred 
from appearing on the “Lux Radio 
Theater” program as a result of 
his suspension by AFRA for re- 
fusal to pay a political assessment, 
he was back on the air last night 
with a vigorous plea for control 
of labor monopolies which inter- 
fere with individual freedom and 
deprive workers of their right to 
earn a livelihood. 

Mr. DeMille appeared on the 
“March of Time” program broad- 
cast over the Blue Network. In 
view of his present status, West- 
brook Van Voorhis, the announcer, 
was careful to explain that he was 
not appearing as a radio artist, 
but as ‘“‘a citizen in the news.” He 
added that a representative of 
AFRA would be on the program 
next week to present its side of 
the case. AFRA officials said later 


tions of its members, as long as it| 
is not used in political activities, | 
and I do not regard such activities | 


lative measures that advance their | 


they had no objection to Mr. De- 
Mille’s appearance as a speaker 
on any program. 

In a three-minute talk the radio 


quent defense of his position, in- 
sisting that the assessment to 
which he objected was political in | 
character, though this was denied 
by the Los Angeles superior court 
which passed on the case. He de- 
clared that because of the closed 
shop contract which AFRA has 
with the networks in the four pro- 
ducing centers, it is a labor mo- 
nopoly and as such must operate | 


|off and its activities handled p 
| temporary machinery or groups of 
|}less than 50 persons.” 


Advertising Age, February 


in the public interest or 
support. 

The present situation, 
sisted, is a threat to the libe 
freedom of union workers 
as those outside of labor o1 
tions, and the arbitrary de 
the union of the right to w 
make a living violates the 
tution of the United States. 


Convention Ba 
Holds for 222 o 
224 Applications 


Washington, Feb. 1.—A 


‘port 
that 222 of 224 applicatio: ial 
sidered by the special war com. 
mittee on conventions had bee 
turned down highlighted the warp, 
ing of ODT chief J. Monrod 
Johnson today that chances (f ap- 
proval of any non-local meeting 
of more than 50 persons are “ex, 
tremely slim.” 

The second summary of rulingg 
by the committee set up to review 


appeals from the ban on mectings. 
trade shows and conventions rep- 
resents an increase of 112 degj- 
sions, all of them unfavorable, [In 
its first report a week ago, the 
committee approved two of 11? 
applications—one a Red Cross and 
the other a war fund meeting, 
“However necessary or essential 
to the work of an organization a 
conference or convention might 
normally be,’ Colonel Johnson 
said, “it is difficult to think of any 
assemblage that could not be put 


The committee is now receiving 


Colonel Johnson said. In view o 
the delay in answering, he sug- 
gested that organizations contem- 
plating conventions remember that 
“the yardstick used to measure the 
essentiality of any meeting is how 
the winning of two wars will be 
impeded if the meeting were held 
to an attendance of 30 or canceled 
outright.” 


the SPOT Broadcasting Division of CBS 


avenue to the heart...” 


VOLTAIRE 


Voltaire would have liked December on WABC: 


For during that month, Arthur Godfrey, Phil Cook and Margaret 
Arlen conducted three separate campaigns over the air, on behalf of 
the men and women in our armed forces. 


Godfrey (from 6:30 to 7:45 A.M.) asked for blood ... Cook (a /ialf- 


hour later) asked for books... Arlen (only fifteen minutes after 


asked for Christmas gifts. Results: 


that) 


GODFREY got 2,083 pints of blood in a single day—GAPSALS DAY at 


the New York Blood Bank—establishing a new record which Col. 


Boothe, Director of the Blood Donor Service, is “sure will stan: for 
some time to come.” (GAPSALS are members of WABC’s “Give » Piut 
—Save a Life Society”. Godfrey is its founder and honorary presid nt 


PHIL COOK’S listeners sent him more than 20,000 books for vet: 


hospitals and rest centers in the New York area! New books, once. a4 


books, books to nourish every possible reading taste. 


MARGARET ARLEN received over 30,000 Christmas gifts for the 
York Port of Embarkation! They filled the p.o.e., then overflowe« 
ships scheduled to leave before Christmas, into adjacent army hos) a's 


and camps. 


There never was a Christmas quite like this before. For these 
anonymous gifts; each of them, blood, book, or package, la 


only: “For any G. I. Joe.” 


You can’t help mar- 
veling at the generosity of 
people. You can’t under- 
estimate the bond be- 
tween great radio person- 
alities and their listeners. 


Represented by Radio Sales, 


Columbia's Key Station 
NEW YORK - 50,000 Watts 


PLUMB 
‘ walg weated’ 2 


Sug} 
notior 
s sup] 
hat s 
t this 
erve 
emal! 
ieve | 
yperat 
ges a 
) Wa 
10n. 
At ¢ 
ion 01 
oO] Se 
f the 
nents 
ortan 
10W il 
f tha 
leted, 
he en 
ther 
wheth 
n sal 
Volt 
‘omo 
uppo! 
tores 
erms 
uted 
ummé¢ 
f all | 
he cl 
Part 
1imed 


+} 
ul 


\ } 
nerch: 
pecial 
imitec 
word | 
Only 

S De 
n whi 
Cason 
ubsta: 
lowns 

ads 
eguia 


ved 


Com 
| 


aly 


= . “s . 4 : ; ee { a } 
og ee ‘e oe: 
i - . “ " a 
= es 5 me Ade 
j 4 
: ee 
= ; * in- Hi: 
| Po el 
, wel 
i i 
= H nlza- © 
4 il by 
7 . and 
5 ; MNsti. vas 
; : | mo! 
3 | ee a Fur 
: fq) 
rem 
: hoo! 
4 ( y 
—Ccr i 
the 
that 
’ pe | rod 
re | 
* | mate 
a ronv' 
: t co 
ms | nou 
{ 
| a ead 
| avPB 
’ lly b 
P sm 
) } 
~ f ws 0a 
‘ : j netn 
>. |= ar nl 
age | War I 
’ . © aS % | 
va S § 
’ ~ , f } 
2 * 4 eee, 3 
: : / f? j Me: | | 
\S WY / 4 —* 
: 5 j foil f 
= j : ' 
i } m5 we | 
E t os - / 
Rs ¥ f - 
: 4 ~ 7 Le | 
S aby ‘ i 
/ a j * 
"4 ' 5 
“4 ie : : | f | | 
‘ : t ft 
— ee (ee ; 
> S — : 
Ps § > & 
FE y id . f Ge 
L ee 
eo , 4 
: | 
Sl es , 
; | 
ne a RL RR ER NR a eR 
sss 
' one ‘ ie ee = iste r Set ee : ” me A ‘ 5 ‘ 
i oot - ae Deer AA aed, “ae 1, a Ce ee eh SES Mane RE 
: x i OO ee s are ep tiene Cees See. Se ne 
‘ : oe ; i ih ee > bo es eee “See 
Siig Pl ma oe ' peas Si ve * Te yi gg : 4 e 
P eet Po ee a 
“The ear is the 
’ » = = al ; ae ee ee pee |. a ae St ek 
i eae 3 . ae fy = 7 eee : : S. Se ph 
% , e ee calla : ao i ; i Srl pe ey “aa. ys 
Fi Tie wel ‘ q fp. 2. B 7 a ‘y Re a i. a of ab 
rs cy ,, ee 
| aii wav a 7 iesaell 
re Ki Ta a : " > 5 Rh a % ik 
y ee + ae 4 a gS eS a . a. 
y es er ae " ~o Be end : = sae a Wee » § a cree a 
| 0 Bae BGs a eS eee ee. ae = 
RP RS Se ee, a a 
i “Sor. ea | 
, i Sl a See m4 a ae oa ig a as 2 ee 
‘orc oi. - oa Scie aia e BS ae iy f: cs ode ja Fe - : 
E sie = hae ee s R 5 Ra eek Soe ees 7 fn ee P agra = 
o: ue x Bi e ae F 5 ae a: : . » 7 ‘ c "q 
EL ae? | TS a 
2 es io, “oe a i ¥ pte 4 ; ; a a wk ge ‘ ere ot. x x. re oe e in 
. Be: PRS a cal _ . a ae ee ite: ¢ ry ‘ . ° “eke? ae — ald 
OP bs a e. ae a Bei , tevay ie ae f def 
es ae aa of tee ae Se * . ae ope = a lastfer 
ie Abi ] i a8 (Ponte war A od \ ‘ — * at 
Oe ae os |) ae bom a 
aa i > a > ail ea aogier * = a? : ee 
. # By je 4 h. Ss th a ae ee Sy is ai | We i ae Se x 0 br 
ee ‘ ae Cl; Se s me a ee : 
; ‘ ore , 5 oo ii, 9 oe =i A eset u et oo ™~. ~~ °c em * Ny Tr! 
‘ a © : ae . ae ; ee “ge Sop Pee ae ’ 
> = Bs oo le | : , r . : = * 3 a ; . ni< 
ee ERS, va af z i ee ais 5 : a Nat 
ak (meee : iin as G ee 2 “Bx . er es 
See — i}. 2 “— = nn iver 
— -_ © i Bn. PT eae nes! 
SA ee ee jae ee be . : % Be a % ey And 
Pe ae ‘ni del F wei? ré . , . 4 : i Gee... 4 
we ; | it ans 4 . _ i . E ; 
Ase T a ax y iia a eee Rebus —_ ee pes Vor 
| —— tt : ] ed — oa 
a. gp eae a ; < a sate 4 ees ‘ Wi sae j 
= 3 = 2 2. mn Bake $3) rate ani ae i ey pa pear. 
ey 7 ea ps : : 4 = = fig: , aN 4 Pics ae —" 
oo. a ' ogg ; cee ra ” — = 2 Py ere A { 
oy ae 3 e 4 e ' ; e¢ ' 
‘ bale 2 i 2 i t.. a id i. Cece Bi; a ay a ¥ 
“2 ll . ad J . a 4 pa a — — —_ ~ 16 
js — oll ; “ a ae 3 el at eae > we 
ws , ay ‘ rr’ A ‘ Rice ¥4 af, i | oa ) 
‘, . ie : mi A j= ok . ¥ fay, Ms PS bs —— © 
F " al a é e 2 * a % a 2 SY aN . 
| | | | : al [OWA DS : 
ne £3 . il f 
0 ae &; P ; wal E ria ns i : | aa A St! 
oe a 2 oh ee at , . r Fi 
¥ ik ae 7 : es wi ‘ ae % c 
2 3 a 1 Um 
; oe , 
Ey a ' 3 
? 
Aa 


Adv tising Age, February 5, 1945 


> motional Ad 
Holiday’ May Be 
casidered Soon 


‘ontinued from Page 1) 
emonstrated at Chicago last 
when it descended on the 
ire Mart and Merchandise 
nd forced manufacturers to 
» postwar models from the 


Oficials explain that special 
sion has been granted for 
the p oduction of these models so 
ns bhat .rms can study their postwar 
yroduction problems, and elimi- 
. -eportffmate many months from the re- 


> conMonversion lag. At no time was 
ar com-Met contemplated that these models 


acd beenfkhould be used to begin activity 
1e warn-Meading toward postwar sales. 

Monroe Under other orders issued by 
*s of ap-WPB, however, firms have actu- 
meetinggmlly been building and marketing 


are “ex. small amount of consumer 
od Goods actually for sale, | 
f rulingsfvhether they are prewar or post- 
o reviewvar models, may be advertised. | 
= a Divided Over Issue 
12 deci-Mf Suggestion for a holiday on pro- 
rable, Inffmotion of all kinds of merchandise 
ago, thefms supported by those who believe 
of 112Mhat shortages are so all-inclusive 
rOss andt this time that it is best to con- 
eting. erve Whatever consumer goods 
essentialfemain on the shelves. Others be- 
zation afmieve that such a policy involves 
n might{perating in areas where short- 
Johnsonfmges are not sufficiently important 
k of anyfo warrant government interven- 
t be putiion. 
dled byf# At any rate no immediate deci- 
‘roups of™ion on this suggestion is expected 
several weeks, until officials 
receivingggpf the Office of Civilian Require- | 
; weekly ments are free of the highly im-| 
view offfportant low-price textile program | 
he sug-ffow in preparation. When details 
contem-#§f that program have been com- 
iber thatfleted, they are likely to review 
1sure thef#he entire supply of durables and 
g is howgther products, and determine 


; will belfvhether an official moratorium 
‘ere heldfgpn sales is desirable. 
canceledf@# Voluntary holidays on clothing 
romotions have enjoyed strong 
upport, WPB says, although some 
tores have been confused by the 
erms of the declaration. Insti- 
uted by Donald Nelson in the 
ummer of 1943, it asks for an end 
f all but “bona fide” clearances in 
he clothing trade. 
Particularly, the declaration has 
iimed at stopping ads which im- 
y that only limited amounts of 
nerchandise are available or that 
pecial bargains are offered for a 
imited period, and any use of the 
vord “sale.” 
Only exception from the ban 
las been a “bona fide” clearance, 
n which odd lots, broken lines or 
scald easonable goods are offered at 
argare’ Bubstantial and permanent mark- 
ehalf of FRowns. Institutional advertising, 
ads which offer merchandise at 
egular prices, are in no way in- 
nalf volved, as they are not considered 
(a halj- Bes « ales-stimulating.” 
‘er that)# Compliance has suffered consid- 
ly from confusion over the 
neaning of “bona fide’’ clearance, 
e industry advisory committee 
ad. It suggested that a new set 
ol. | arle §P' definitions be issued shortly to 
lar the matter. 


PATRE 


tanc for 
ve 2 Pint 
ssi nt.) |° Promote Westchester 


The promotion of Westchester 


Harper & Bros. Elects 


William H. Rose Jr. of the sales 
staff of Harper & Brothers, New 
York publisher of books and Har- 
per’s magazine, has been placed in 
charge of advertising promotion 
and sales of general books in a 
series of changes following the re- 
cent death of Henry Hoyns, chair- 
man of the board. Frank S. Mac- 
Gregor, executive vice-president, 
was elected president, while Cass 
Canfield, president, was named 


‘WPB Upsets Key | 


| permitted. 


Pre-Reconversion 
Orders for Goods 


Washington, Jan. 31.—Adding | 
fire to its drive for a national 
service law, the administration | 
free week cut deeper into the} 
limited province of civilian pro- 
|duction and postwar planning by 
|industry, revoking some of the key | 


that suppliers could get to work 
whenever tapering off of war work 


This order, considered basic to 


| retooling of the automobile indus- 


try and others, had been one of 


|four pre-reconversion steps ex- 


tracted from reluctant military of- 
ficials last summer by Donald 
Nelson. 

Also of interest was a five-point 
program drawn up by WPB and 
the military to curb operation of 
the already deflated spot authori- 


59 


construction, and by using its 
control over materials to steer la- 
bor from less essential to more 
critical plants. 

Tightened controls over spot au- 
thorization are generally accepted 
as justified in view of the spotty 
labor shortages, but industry is 
beginning to wonder whether the 
crackdown on_ pre-reconversion 
planning is necessary. 

With virtually all top officials 
out of the country, the retrench- 
ing has gone ahead with appar- 


y, New York, as “The Silver 
r Market of America” will | 
itinued in national sales and | 
sing publications by West- | 
County Publishers, Inc. | 
son, Davis & Platte, New 
will handle the account. 


We Make | 
MOTION PICTURES & 
BETTER, FASTER, ond 

ot GREATER SAVINGS 


If You Are Planning 


“INDUSTRIAL 
ro * EDUCATIONAL 
oi * SALES TRAINING 
+ DEALER HELPS 
°. 5, * OR TITLES .. . call 


“| HAR. 3395 | 


WRITE or WIRE for DETAILS 


CK LABORATORIES 


Wobash Ave. .... Chicago 5 


board chairman. _pre-reconversion orders which/zation plan. Sudden new short-|ently no regard for the possibil- 


——_——_ business considers indispensable to| ages of steel, copper wire and oe pay the a war se | 
. orderly preparation for a return|aluminum_ sheeting have  sus-|end in shorter order than appeare 

Wells Opens Office to civilian output. | pended many proposed spot au-| Probable a few weeks ago, 

W. W. (Monte) Wells, formerly Out the window last weekend | thorization projects, but WPB has —— 
secretary of the products conser-| went provisions of priorities order) now decided that no further au- s 
vation committee of the Petroleum |24 which enabled consumers of | thorizations are to be made in any Appoints Arthur Kudner 
Industry War Council, has formed|general industrial equipment,| Group 1 or Group 2 labor areas. Better Homes & Gardens, Des 
W. W. Wells & Associates, public}printing machinery, resistance} In addition, WPB will tie into Moines, Ia., has appointed Arthur 
relations counselor, at 318 W. 39th | welding equipment and other cap- | the manpower conservation drive} Kudner, Inc., New York, to handle 
St., New York. |ital goods to place orders now, so|by invoking new limitations on| advertising for the publications. 


MILESTONE 
FOR MLLE 


It's just ten years since our first issue appeared 
with the Grecian-draped siren on the cover—a decade 
in which history has been reshaped, 
the world plunged into war, a decade 
in which the young people of the world 


and MADEMOISELLE have come of age. 


But we want to glance over our shoulder briefly 
to thank the advertisers who bore with us 
in our floundering beginnings, 
stayed with us, grew with us, 
and now share with us 

the rewards of our adult success. 
To the hundreds of advertisers who would 
have been with us had paper quotas permitted, 
as well as to our old friends, we say, 


“Thank you!” 


122 East 42 St.. New York 17, N. Y. 
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NOAB Prepares 
for Increased 
Postwar Sales 


(Continued from Page 1) 
plus stringent financial qualifica- | 
tions. 

The medium or plant owners 
alow a 16%3% commission to 
NOAB, which in turn compensates 
the agencies using its services out 
of this commission after deducting | 
a small fee covering the cost. 


Billings Rise Steadily 


On over $250,000,000 of business 
placed in 26 years, NOAB’s losses 
have been only .0051. In the past 
five years its placements have 
averaged between $15,000,000 and 
$20,000,000. The volume of na- 
tional advertising in outdoor for 
1944 was approximately $32,000,- 
000. Business now booked indi- 
cates that NOAB’s billings in 1945 
will be considerably increased 


| over 1944. National advertising in 
| the medium as a whole may ap- 
| proach or exceed the pre-depres- 
|sion peak of $47,000,000, and a 
|record share of the total may be 
placed by the bureau. About four- 
fifths of national advertising dol- 
|lar volume in outdoor is in 
|24-sheet poster advertising and 


|one-fifth in painted bulletins and | 


electric spectaculars. 
| Operating offices in New York, 
—— and San Francisco, the 
bureau has made plans for ex- 
panding field and statistical serv- 
ices. The research, administrative 
and educational activities will be 
| established in New York under a 
| headquarters staff. 

The bureau, in effect, will func- 
tion more than ever, Mr. Paver 
said, as the “outdoor department” 
|of the agencies: 

1. In furnishing statistical in- 
formation and estimates of cover- 
age, rates, allotments, specifica- 
tions and costs of poster, painted 


j}to its agencies. 


with outdoor plant operators in 
accordance with the governing 
agency—advertiser contract. 

3. In preparing and furnishing 


... but nobo 


THAT DISTILLERS CORP. is something 
—even for the clearminded. 


There’s Calvert Reserve and Spe- 
cial, Lord Calvert, Seagram’s VO 
and 5 & 7 Crown, Carstairs, Four 
Roses and all the Brown Vintner 
labels. And—six important adver- 
tising agencies! That’s a lot of 
people. 

WE KNOW. We do business with 
many key men at this leading ad- 
vertiser. These men — General 
Schwengel, Philip Kelly, E. Gut- 
tenberg, George Mosley, M. 
Schneckenberger, Seward Eric, 
V. S. Fischel, Max Sobel, John 
Fitzsimmons, Baxter Gardner, etc. 


Yes, more than 30 Distillers Corp. 
sales and advertising executives 
personally subscribe to one or 


‘| keep calling Calvert” : : 


dy answers! 


more of the 5 major advertising- 
marketing magazines. 


HOW ABOUT the six agencies? You'll 


display and electrical spectaculars | 


2. In placing contracts for space | 


| 


find 264 subscribers at Roy Dur- | 


stine; Geyer, Cornell & Newell; 
Lennen & Mitchell; John Owen; 
Warwick & Legler; Young and 


Rubicam. But names count more | 


than numbers—Lennen, Orr, Er- 


win, Ridgway, Durstine, Larman, | 


Brockway, Townsend, Newell, 


Ganger, Owen, Ude, Legler, Young- 


heart. 


Are you calling Calvert? Do you 


care for Carstairs? Are you trying 
to catch up with any other im- 


portant account or agency? Then | 
make your voice heard, your af- | 
. via these 5 special- 


fection felt . 
ized magazines. 


* ee ee Shela vegies a 


ADVERTISING AGE 


ADVERTISING & SELLING + PRINTERS’ INK 
SALES MANAGEMENT + TIDE 


bee 
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> 
lithographers with shipping in- 
structions and labels to cover 


shipment of posters to plant op- 
erators, and in preparing and fur- 
nishing plant operators with work- 
ing copy for painted displays. 


Files Service Reports 


4. In securing, receiving and 
recording reports of service rend- 
ered under sublet contracts 
plant operators and 
the related agency 
cordingly. 

5. In billing the agency mem- 
ber for service rendered under the 
governing contract, collecting 
monies due and in paying the re- 
lated plant operators for 
rendered under 
tracts. 

6. In traveling field representa- 
tives throughout the country for 
personal contact with plant opera- 
tors in the interest of good will 
and understanding and the first- 
hand verification of service de- 
livered. 

NOAB agencies do about 75% of 
the total national volume in all 
media. Henry T. Ewald of Camp- 
bell-Ewald Company has_ been 


in advising 
member ac- 


the sublet con- 


|chairman of the board since July, 


1929, and F. T. Hopkins president 
of NOAB for 23 years. In fact, 
Mr: Hopkins has directed the bu- 
reau virtually from the start. 


Supervise Bureau Affairs 


The other directors are H. K. 
McCann and Harrison Atwood, 
McCann-Erickson; Bruce Barton 
and A. D. Chiquoine Jr., Batten, 
Barton, Durstine & Osborn; A. L. 
Billingsley, Fuller & Smith & Ross; 
David M. Botsford, Botsford, Con- 
stantine & Gardner; Thomas D’A. 
Brophy, Kenyon & Eckhardt; Joe 
M. Dawson and B. B. Geyer, 
Geyer, Cornell & Newell; Lynn B. | 
Dudley and J. J. Hartigan of | 
Campbell-Ewald; J. H. S. Ellis, | 
Arthur Kudner, Inc.; H. S. Gard- 
ner, Gardner 


by | 


service | 


Stanley Resor and Henry M. 
Stevens, J. Walter Thompson 
Company; Mr. Paver; F. B. Ryan, 
Ruthrauff & Ryan; Guy C. Smith, 
Brooke, Smith, French & Dorrance; 
Robert Tinsman, Federal Adver- 
tising Agency; Fred H. Walsh, 
Newell-Emmett Company, and 
Mason Warner, Mason Warner 
Company. Mr. Ewald also heads 
the executive committee and Mr. 
Atwood the officers and operating 
committee. This committee has 
active supervision of bureau af- 
fairs and meets each month. 

NOAB, representing the buyer, 
“offers agencies and their adver- 
tising clients the information that 
is necessary for the intelligent 
consideration and use of the me- 
dium, and performs all of the 
service incident to the planning 
and placing of orders, inspecting, 
checking and evaluating poster 
showings and painted displays 
through a well trained and experi- 
enced staff.” 

OAAA, representing the out- 
door plant owners, “insures, 
through standardization of struc- 
ture and operating practices, a 
scientifically planned advertising 
medium,” and endeavors to con- 
duct the outdoor advertising in- 
dustry “with due consideration of 
the public interest and welfare.” 


National Sales Representative 


OAI was formed by the outdoor 
industry as the national sales rep- 
resentative of this medium. In 
addition to personal selling, OAI 
is engaged in research and mar- 
keting service, plans and esti- 
mates, art and copy, and promo- 
tion and merchandising. 

TAB, representing the adver- 
| tiser through the Association of 
| National Advertisers, the agency 
| through the American Association 
of Advertising Agencies, and the 
plant owner through OAAA, is the 
|circulation authority of outdoor | 


Advertising Age, February 


ber of private cars on the n 
highways has declined sg) aqjj, 
since Pearl Harbor, and g 
and tire restrictions have r 
the annual mileage of other y, 
Paver showed, outdoor adve) jg; 
in scores of typical cities be wee 
1939 and °40 and the fall o 
actually has had an avera; 
culation increase of abou’ ge 
Transportation by buses anc cab, 
has expanded, especially 
factory areas, and _ peop! 
walking more. Some cities sych 
as Seattle, Louisville, New © Je 
and Oklahoma City, had in« 
of 20% or more. Traffic i 
Diego gained 67% and in | 
71% in this period. 


Traffic Also Gains 


The redistribution of population 
has been a factor, but some cities 
such as New York, whic! 
smaller population in 1944 t! 
*39, showed increases in trai 
many areas. 

With postwar re-redistripution 
of population, and the release of 
new cars and of gasoline and 
tires, the outdoor medium is ex- 
pected really to swing into high 
gear. Outdoor plant owners are 
planning to expand their facilj- 
ties to meet it, as soon as mate- 
rials are av ailable. They are 
planning to make this medium not 
only more effective for advertisers 
but of greater beauty and appeal, 
as well as a source of information, 
instruction and education to the 
public. 

Mr. Paver believes that all 
media and other groups in adver- 
tising should get together to make 


had 
in ‘in 
C in 


postwar advertising stand not 
only for good selling but good 
taste. 


O’Connor Advanced 


J. F. O’Connor has been elected 
treasurer of Erwin, Wasey & Co. 


Advertising Com-| advertising throughout the United | New York, taking over the dutie 


pany; Norman W. Geare, Geare-| States and Canada, similar to the|of A. G. Van Utt, who will take 
Marston, Inc.; A. W. Hobler, Ben-| ABC in the publication field. van extended vacation before as- 
ton & Bowles: Gilbert Kinney, Despite the fact that the num- | suming other duties. 
‘x and the | 
h f thi 
-.. the sort of thing 
. 
that would just 
: 39 
about banish wars 
al 


Duplicating this WTAG-originated project 
10,000 times would destroy war forever, in 


the editorial opinion of the 


Post. Dozens of official representatives of all 


the United Nations have 
Worcester, 
public school classes etc., 


the renowned Clark University Forum, and 
to broadcast to WTAG’s huge Central New 
England audience. The OW! week after 


to talk to civic organizations, 


Toronto Financial 
or will come to 


to participate in 


week beams these activities to the home 


PAUL H. 


RAYMER CO. National 


My, TAG 


OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


Sales 


WIAG Jy 


Representatives/ 


WORCESTER 


lands of these nations. 

Worcester is the first city, as WTAG is 
the first station, in this country to attempt to 
solve future problem$ of United Nations 
cooperation upon‘a foundation of knowledge 
and understanding. Small wonder that this 
kind of creative force is acknowledged by 
an overwhelming audience preference for 
WTAG — the station with the INSIDE track, 
INSIDE of Central New England. 
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Adv 


Researchers Plan 
6-Day Study of 
Troy Newspaper 


New York, Feb. 1.—Advertising 
Research Foundation will make 
the first complete readership study 
of one newspaper for six consecu- 
tive week days when it examines 
the Troy Times Record March 19 
through 24, said William G. 
Palmer, J. Walter Thompson 
Company, chairman of the foun- 
dation’s board of directors. The 
ARF in this instance also has 
altered its policy by announcing 
ahead of time the newspaper to 
be surveyed and the dates of the 
survey. 

The Troy study, made possible 
through the financial support of 
the Times Record, will become a 


part of the Continuing Study of| 
Newspaper Reading, which ARF 


conducts with the Bureau of Ad-| 


vertising, American Newspaper 
Publishers Association. All of the 
77 previous studies made since 
July, 1939, have been on single) 
issues, usually Thursday or Friday, 
tne two biggest advertising days 
of the week. 

The Times Record studies, Mr. 
Palmer explained, “‘will provide for 
the first time accurate knowledge 
of day-to-day variations in news- 


paper reading habits plus valuable | 


readership ratings for certain 
types and classifications of adver- 
tising placed by advertisers who 
often avoid the ad-packed Thurs- 
day and Friday issues.” 

A. W. Lehman, managing direc- 
tor of the foundation, said that 
“all agencies and national adver- 
tisers are invited to participate, 
provided such participation will 


not expand the newspaper to a 
point where it will become abnor- 
mal in the eyes of the reader.” 
The ARF has stipulated that each 
issue “‘shall not be more than two 
pages greater than for the corre- 
sponding period of a year ago;” 
that any increase in national lin- 
age be met by a proportionate in- 
crease in local linage; that the 


|over-all editorial-advertising ratio 


be unaltered, and the “general 
make-up of news and editorial 
pages” be unchanged. 

An admissions committee will 
control the amount of copy. For 
copy approval, each agency or na- 
tional advertiser participating 
should mail a proof, photostat or 
rough of the ad or ads to the 
foundation, 11 West 42nd St., New 
York 18, N. Y., before Feb. 28. 
“The same advertiser may insert 
advertisements in more than one 
issue,” but only if make-up, copy, 
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illustrations, etc., on different days 
“shall be distinctly different.’’ Ap- 
plications will be accepted in or- 
der of receipt and in accordance 
with regular volume of linage by 
products. Mats or plates of test 
copy to be used during the week 
must be received in Troy on or 
before March 12, 

About 500 interviews of men 
and women will be made daily, 
on the day following publications. 
The findings will be reported in 
special volume. 

The ARF has just issued findings 
in Study No. 75, on the Sun, Dur- 
ham, N. C. Best read national ad 
by women (26%) and second best 
read among men (14%) was a 
990-line insertion on Lydia E. 
Pinkham’s vegetable compound. 
A Sinclair Refining Company 300- 
line ad showing a doctor resorting 
to a scooter to make a call, ranked 
first among men, with 15%. 


Be ween-Drive 
steadily 
3° Oline 
~ loi r Bond Copy 
; Mr ow ~ 
e sngfls .xtensive 
: be w -hington, Jan. 31.—Advertis- 
¥ “4. nd advertising media have 
. 84 wnt: buted at least twice as much 
a ct fkupp°t to war bond promotion 
. “a0si oo the relatively quiet periods 
et Bbety. en drives than during the 
. .'@ Bec cular drive periods, a Treas- 
C “uch iy vecapitulation of three and 
v ves ne-valf years of activity revealed 
es. oda 
San g* ding to statistics collected 
’ton MS the Treasury’s promotional re- 
earch section, between May 1, 
1941, and Dec. 31, 1944, newspa- 
ers, radio, outdoor and maga- 
Pulition fi nes carried $333,933,289 worth 
le cities war bond copy, $110,539,507 of 
ch had@#, during bond drive periods. 
uh ‘Ning® Treasury’s statisticians produced 
rallic inf steadily rising curve of support 
r each of the years, beginning 
Fioution ith $42,100,000 for eight months 
ase 


ot, 1941 and closing with $121,- 
ne and #§p5,719 for 1944. Figures for 1942 
| is ex-Biore $69,000,000 and for 1943, 
to high HR) 90,927,000. 
ers are@f Radio boasted a top-heavy figure 
facili-[%.- war bond service, crediting it- 
S mate- Bip with $193,000,000 of the $333,- 
Cy arefss 089 total. Radio’s total for 
um Not fond drives accounted for nearly 
deeeclperey ialf of all media bond drive con- 
appeal. B inutions, registering $54,154,000. 
Fmation, Badio’s between-drive support 
to theBnen is set at $139,000,000. 


hat all Newspapers Boost Figures 


dager During the three and one-half 

nd not Mgecars, daily newspapers ran a to- 

it sood Me! of $64,778,476 in war bond 

~~ BRopy, $27,852,837 of it during war 

ynd drives. Weeklies’ volume hit 

123,704,274 for the entire period, 

| 10,098,000 of it during bond 
sated Merives. 

, -% a General magazines showed $17,- 

e duties Pe--462 in war bond copy; busi- 


rill take Mess publications $7,593,792 and 
arm magazines $3,507,780. For 
bond drive periods, general maga- 
ines chalked up $5,961,847, busi- 
bess publications $2,638,928, and 
arm magazines $1,186,000. 
The total outdoor figure was set 
t $24,026,500, including $7,684,186 
uring bond drives. 
The resume showed that a stiff 
ace for bond drive activity was 
et in the 3rd War Loan drive, 
hhen media activity hit $23,399,- 
40 from a previous $12,227,745. 
Drive figures have registered a 
ain each time since the 3rd, 
eaching $25,264,507 for the 6th. 
igures for drives subsequent 
the 3rd are: 4th, $24,666,221; 
ig th, $24,981,670; 6th, $25,264,329. 
A joint Treasury and OWI re- 
ase reports today that the trans- 
brtation advertising industry had 
rovided an estimated $150,000 
orth of support during the re- 
ently completed 6th War Loan 
rive 
a9 The car card figure had been 
mitted in the general 6th War 
an media summary last week, 
acques Dulany, OWI graphics 
nef, said, because final returns 
ere not available. 
4 During November, the entire 
ntributed pool of 100,000 cards 
1338 markets went to war bonds, 
vhile 50,000 additional cards were 
ed in December, where space 
nditions prevented contributions 
the government pool. Fifteen 
housand locally-sponsored cards 
e sold by operators, chiefly 
nbers of the National Associa- 
Transportation Advertising. 


fore as- 


in ch\vengel Succeeds 
ms brovrn as Head of DSI 


Frouk R. Schwengel, president 


ge ‘ J seph E. Seagram & Sons, 
his Ww "ork, has been elected presi- 
by ent of the Distilled Spirits Insti- 
@, succeeding Owsley Brown, 
for nt of Brown-Forman Dis- 
ck f ‘orporation, Louisville, now 
‘ in of the Institute’s board 
‘tors. Mr. Brown has been 
nt of the DSI since its 

tion in 1933. 
Schwengel, who is also a 
a of Distillers Corporation- 
f, a £1 ms Ltd., the Seagram par- 
/ t \pany, and chairman of the 
yy ve committee of the Con- 
) ‘Ten » of Alcoholic Beverage In- 
ee ust . joined Seagram’s in 1934, 
) KF 5 ing the company’s sales 


; well as directing its sales 


VV. 1s ' © ‘vertising policies. 


4 ways fo test business paper copy- 


“WHATTAYA’ THINK OF THIS 
SWELL AD, GLADYS?” 


NATURALLY ENOUGH, none of us be- 
lieves a “cooler conference” ever 
added a jot to the effectiveness of 
business paper copy. But field call 
work, boy! there you’ve got some- 
thing! 


After all, how can you tell what 
your prospects want to know about 
your products unless you ask them? 
Of course, you can’t check with all 
your customers and prospects, but 
what’s wrong with sampling a few? 
You can do it yourself, or put your 
righthand man to work on it. 


Such field work doesn’t cost a bar- 


~ 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


rel of money, nor does it take a 
month of Sundays to carry out. 


And just to make this copy mining 
a little easier, a little more produc- 
tive for you, we’ve cooked up a 
handy, pocket-size guide that sim- 
plifies the approach and improves 
the results of field work. 


“FINDING OUT” is the title of 
this new 8-page booklet...and it’s 
filled with helpful hints ranging 
from “conversation starters” to 
“conversation steering techniques”. 
It will help you get taciturn gents 
talking... keep garrulous guys from 
wandering all over the lot. 


Please Se 


“THIS COPY CHECKS WITH OUR 
PERSONAL FIELD CALLSI” 


Why not re-check the printed ma- 
terial ABP has available to help you 
improve the “pull” of business paper 
copy? 


Booklets such as “Intensive Adver- 
tising”, by John E. Kennedy. Case 
histories of outstandingly success- 
ful business paper campaigns. And, 
last but by no means least, be sure 
to get your hands on a copy of our 
newest release, “Finding Out”. 


If you’re in town, stop off at the 
ABP office. Or, write asking for the 
latest material. 


Remember, ABP’s business is to 
help boost your business. 
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FORTUNE announces its ascension 


to new, larger quarters on the 
49th and 50th ftoors of the Empire State 
Building, effective February 13, 1945. : 


This represents a sensational 


gain of 85.1% above our pre- 


Our office manager, building 
superintendents and movers 
have assured us that this unparalleled in- 


crease will be achieved in a single night. 


orm HIGH! 


h 
205 feet higher than in the Time 
& Life Buiiding—higher even 
than the previous high of our Chrysler Building offices. 


@ More serious increases have also been registered. At an all- 
time high, for example, is FORTUNE’s circulation—up 30 percent 
over pre-war 1939— its reader-interest, response to advertising, 


and advertising volume. 


Fact is, that growth has forced our migration. For even as we 
unreservedly reserve space for our military absentees, FORTUNE’s 
staff has had to expand to keep pace with increased editorial 


service, circulation and advertising. 


So we need more space. It wasn't available in 


Rockefeller Center. Therefore, beginning February iB 
He 
13, 1945, you who correspond or converse with | 
FORTUNE’s executive, editorial or advertising . 
u 


offices, please note: 


FORTUNE 
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THE ADDRESS: FORTUNE 4 


THE TELEPHONE: LOngacre 5-1040 


350 Fifth Avenue 


Empire State Building 1 
New York 1, N. Y. 4 


THE MAGAZINE OF MANAGEMENT 
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»IOTOGRAPHI 
REVIEW OF 
THE WEEK 


SHAPELY-SWEET—That's the descrip- BOON TO BUYERS—The New York Post's Master Media Calculator, slide- 

tion L. & H. Stern, Inc., Brooklyn, gives rule for space buyers, was previewed by media men at a luncheon staged by 

to these new pipes designed for femi- Mary McClung, advertising director, and Ed Kennelly, national ad manager 

e nine smokers. Al Paul Lefton Co., New of the Post. Seated are, left to right: Miss McClung; James S. Short, J. 
York, is the agency. Walter Thompson Co.; Walter Barber, Compton Advertising; Milton Kiebler, 


Benton & Bowles, and S. Austin Brew, BBDO. Standing are Robert Erath, 
Kenyon & Eckhardt; E. B. Foskett; J. J. Flanagan, McCann-Erickson, and Mr. 


Kennelly. 
NOTHING FINER CAN BE SAID OF 


ANY WATERPROOF WATCH THAN: 


$100 . ot betrer stores 


f sest wha demand the beet this ditingwished 


and eficiont timekneping instrument — anexcetled: for 

ita waterpront, drackremetant, smtsmagnoetic 

quslities Created in accurdanee with inflexitle 4 ratow 

secasten samlards, % het & xiareniond Thdewed - 

OE ee - eS i INDOOR SUNSHINE—The reception room of the new offices of K. E. Shepard 
mortenscat, sweep second Iaed, lumonene dia 2 “ 

sitheich dla clad: Wk teihden tes Come Co., Chicago agency, is enlivened by blow-ups of photographs taken by 


Croton Wareb Co, 48 W. tab. St, New York 19, 8. ¥ the Soil Conservation Administration, and enlarged by Kaufman & Fabry. 


IN MAGAZINES—Croton Watch Co., 

New York, has scheduled 43 magazines 

and the New York Times Sunday maga- 

zine for its most extensive national 

drive. B. D. lola Co., New York, is 
the agency. 


You'll be lithe and lovely in your 
brilliantly styled Hickory Pantie. 


That slim, trim athletic look, 


se lovely, smooth, firm lines 
yours in Hickory creations 
Hickory Panties gently but 
firmly mold your figure yet give 
i complete and unrestricted 
fort. You can always trust 
Hickory—the trademark that 
stood the test of time. See 


Hickory Panties and Girdles at 


SERIOUS SUBJECT—H. Allen Camp- 
bell, WXYZ, Detroit, chairman of the 


stores everywhere—always 
her in quality than in price. 


, a stations planning and advisory com- TEN MILLION FOR TEN—Bob Hope beams over his new ten-year contract 
pi ener st o mittee of the Blue Network (left), has to broadcast for Pepsodent Co., Chicago, involving close to $10,000,000. 
pence ti tnother Hickory S io pvt mess a serious chat with Chester J. La Roche, Charles Luckman, president of Pepsodent (left, seated), signed the contract, 

on Dieses 7%. aits parron oF ; vice-chairman of the Blue, after the and looking over their shoulders are James A. Barnett, Pepsodent vice-presi- 
rein & Company, Chicago, New York rue £008 recent three-day meeting of the com- dent (left), and Hugh Davis, vice-president of Foote, Cone & Belding, 

mittee in New York. Pepsodent agency. 


N SPRING SERIES—Flower backgrounds in color feature the spring and 
ummer campaign for A. Stein & Co.'s Hickory girdles, which will appear in 
$ rtional magazines. Walter L. Rubens & Co., Chicago, handles the i as Fae, 

account. (Story on Page 00.) ; 
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GINGERBREAD 

prop COOKIES 

BAKE; _/ GINGER SNAPS 

cup CAKES 

CAKES 
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yesid 


‘fw JUTDOOR USER—James O. Welch Co., Cambridge, Mass., a recent 

» to the ranks of outdoor poster users, is featuring Welch's fudge bar ANIMATED DAN DUFF—This car card, appearing currently for Duff's gingerbread mix, animates the company's trademark, 

heets in principal markets of New England, New York and Pennsyl- Dan Duf,, to illustrate the product's slogan, "Add water, mix, bake.’ The card is posted in Chicago, Pittsburgh, Boston and 
vania. The Redmond Co., Boston, is the agency. Philadelphia street cars, New York subways, and in Public Service buses of Camden and North Jersey 
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. Dr. William T. G. Morton administering ether in first public demonstration of anesthesta (painless surgery), October 16, 1846. 


Through READING came Victory 


Gentlemen, this is no humbug!” 
In the amphitheater of the 
Massachusetts General 
Hospital, almost a 
hundred years ago, 
a distinguished surgeon 
raised his head and addressed 
the close-packed audience of doctors and medical stu- 
dents who had gathered to see the first public demon- 
stration of painless surgery. 


It was a frankly skeptical audience. For up until 
that time every man, woman or child who had to have 
an operation had suffered untold agonies. Usually they 
were held down on the table by four strong men. 

But now the skeptics were convinced. They had 
seen a painless operation successfully performed. 

This epoch-making new departure in surgery was 
made possible by the work of an obscure Boston 
dentist —Dr. William T. G. Morton. Morton had long 
dreamed of the abolition of pain. He had studied 
night and day, read everything he could obtain. 

Finally, in Pereira’s “Elements of Materia Medica,” 
he read that ether fumes, when strongly inhaled, re- 
sulted in stupefaction. Apprehensively, but without 


hesitation, he experimented on himself ...and lived! 


Thus, from the rich soil of reading, grew “America’s 
most important contribution to medicine.” Mankind’s 
long and tragic battle against pain at last was won. 


Reading at Its Varied Best 
To William Morton, as to many another unknown man, 
reading supplied that knowledge which spells achievement. 


Reading is the richest, most fertile source of knowledge. 
For only through the unhurried eye of the reader can ideas and 
information be absorbed fully, in detail. When you read, you 
can set your own pace ... go fast or slow . . . turn back and 
read again ... start and stop as you please. Reading is not 
yours for a scheduled instant only. It és yours for all time. 


Greatest 
Circulation 


. BRANCH OFFICES: $ Winthrop Sq, Boston 10 + 
aw Hanna Bldg, Cleveland 15 + General Motors Bidg., Detrou2 + Edison Bldg., Los Angeles 13 + Hearst Bidg., San Francisco 3 


in the CONQUEST of PAIN 


In The American Weekly, you will find reading at its vivid, 
most varied best. All the color and stir of life are within 
these pages . . . tragedy and triumph . . . heartbreak and 
laughter . . . the march of medicine and science . . . the 
power and beauty of art, literature, religion. 


So clear, accurate and authoritative are the articles in 
The American Weekly, that they are used widely in the class- 
rooms of schools and colleges throughout the United States! 


The American Weekly, distributed through a group of great 
Sunday newspapers, is read regularly in more than 8,000,000 
homes from coast to coast. 

Can anyone doubt that the manufacturer who associ- 


ates his product with such an influence is tying in with 
the most powerful known force in advertising? 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK ly, N. Y. 


Arcade Bidg., St. Lous 1 «Hearst Bide, Chicag6 + 101 Marietta St., Atlanta 3 
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